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The Amalgamated Press is the world’s largest Periodical publishing House. Its weekly 
and monthly journals for women lead in number, variety and scope. They lead 
in reader and advertiser-confidence. They lead in serving every woman’s every need. 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD. LONDON, E.C.4 
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RELIABLE 
NERVE 


TO THE 


LETTERS 


EDITOR 


The Spate Of 


Surveys 


Sm,—The seasonal spate of 
readership surveys is upon us. 

Readership research is a valu- 
able tool in advertising. It is a 
marked move forward from crude 
circulation figures, and publishers 
deserve nothing but praise when 
they spend some of their money 
to find out more de about 
readership for us. 

But what a tragedy it is that 
because the surveys lack a com- 
mon they tend to obscure 
the issue instead of clarifying it. 

Is it not time that the Market 
Research Society or the LI.P.A. 
vetted or controlled these surveys, 
established a common basis 
them, or in some way enabled 
those not specialists in market 
research to be able accurately to 
assess the value = a “buy”? 


A. WILSON. 
93 Park Lane, Wi. 


How Direct Mail 

Gives Full Value 

Sm,—I should like to join issue 
with Mr. M. T. Hull, who, sug- 
gests (June 14), that the increase 
in postage rates for printed 
matter may prove to be a bless- 
ing in disguise for direct mail 
users, whereupon he proceeds 
to suggest that direct mail users 
waste money on inefficient mail- 
ing lists. 


One of the main objects of the 
British Direct Mail Advertising 
Association is to exchange ideas 
among users or potential users of 
this economic form of publicity 
which ensures that maximum 
efficiency is obtained, both as re- 
roy or use of mailing 

~ ag the pulling power of the 
appeal. ; 

I am sure that I am t in 

g that members es 
SDM M.A.A.—as indeed all 


‘S.D.M.A.A. oe a corres 


spent, and 
obviously an important factor is 
careful selection of mailing lists. 
Since the B.D.M.A.A. includes 
amongst its members most of 
the big commercial enterprises 
who already use direct mail 
economically in conjunction with 
other forms of advertising, it will 
be seen that the increase in post- 
age can represent a brake on 
— development at home and 
al 


KAY M. MURPHY, 
Director. 
The Linguaphone Institute. 


A Good Word For 
Media Men 


Sm,—Poor media men reading 
“How to set about choosing an 
advertising >, - a Gune 28) 
may be pee by 
Copytaster’s s idea of their import- 
ance: he allows “space buying” 
a@ maximum of 5 marks out of 
a possible 200 for the agency. 

ey will, however, find a tonic 
fill "out 566 of the new McGraw- 
publication, “Advertising 
Psychology and Research” (Lucas 

& Britt). Here it says: 
“Despite the importance of 
good creative work, the adver- 
tiser finds his greatest oppor- 
tunity for increasing the 
efficiency of advertising dollars 
through and using 
media wisely. Advertising agen- 
cies, likewise, have their 
greatest opportunity and res- 
ponsibility in seeing that the 
client’s money is invested in 

the proper —_ 

E. FENTON. 

1 and 2 Snow Hil ECL 


Instruction In 


Advertisi 


Sm,—I have read with great 
interest the scheme put forward 
by the Yorkshire Branch of the 
“9s 
course to be sponsor 
Advertising Association, an + 
letters in support. I am now look- 
ing forward to an official reply 
from hy F mei ny Association. 

ifficulties to be overcome 


during the organisation of such a 
scheme will be many, but, I sub- 
mit, not insurmountable. The 
initial cost, for instance, would be 
heavy and perhaps the scheme 
would never more than pay i 
itself, but how better could the 

Advertising mg celebrate 
its Jubilee Year than by a 
responsible for the ——- < 


Riaceeadane 


Surely, such is the natural out- 
come of the formulation of the 
Advertising Association Diploma 
Examinations? In fact, I submit 
that the A.A. have a moral duty 
in ensuring the finest possible in- 
struction in advertising. The 
Association has done so much, 
and can do so much more for 
youth in advertising, and be 
amply repaid in the future by the 
constant influx of more than ade- 
quately trained men and women 
into the profession. 

lam 7 that all in advertising, 
Shomer’ larger concerns, 

ether buying or selling, would 
give such a scheme their support. 
After all they would be getting 
something out of it and should, 
therefore, be wi to put some- 
thing into it, even if only to pay 
the fees of their students. 


R. RUSSELL, 
Moore & Wright (Sheffield) Ltd. 


The Thirty Club 
President 

Sm—lI have noticed in your 
issue of July 12 a statement to 
the effect that the next president 
of the Thirty Club of London has 
already been chosen. 

In order that there may be no 
misunderstanding, I should like 
to point out that the president of 
the Thirty Club is elected at the 
annual general meeting each year, 
that this meeting will not take 
place until September and that in 
fact no nominations have yet been 


put forward. 
JOHN COOPE, 
President, 
The Thirty Club of London. 
(The report referred to was 
id on a statement made at a 
luncheon to which the Press were 
invited—Editor.) 


Joy 19, 1951 


Sin,—Dennis R. Vickers in his 
letter published on July 12 has 
done a service to those interested 
in export advertising. 

Not only can the London 
representative of overseas 
give on — = to ex- 
porters and their vertising 
agents, but by placing the busi- 
ness in London, the demand on 
the Treasury for foreign curren- 
cies is reduced by the earnings of 
the representatives, thus adding 
materially to the total of invisible 
exports, or, put another way, less 
Sterling goes out of the country. 

Even those advertising agents 
with associates in overseas terri- 
tories should place the media 
contracts here, thus getting service 
at both ends without any addi- 
tional cost to themselves. 


A. VERNON KEITH, 
Napier House, 
24/7 High Holborn, W.C.1. 


Team Work 


Sm,—At the Creative Circle 
Conference lunch the question as 
to whether team work cramps the 
style of the individualist was 
warmly debated. 

To my mind 
analogy may be ¢ 
the production of an advertise- 
ment and the production of : 
play. The author of a play is 
dependent on a whole variety of 

poet mB before his work can see 
dayligh Actors, pr 
Enoten, and publicity men, 
contribute their services. 

_ The situation is, in fact, pre- 
cisely the same in the case of the 
advertisement. The individual 
copywriter or artist therefore in- 
evitably finds himself the member 
of a team whether he admits it 
or not, and providing it is a good 
team, what can be the objection? 

GEORGE WALSH, 
Exclusive London Magazine. 


E.W. PLAYER LTD 


30 FLEET STREET - LONDON &.C.4 + CENTRAL 2786 (3 Haes) 


The London Office of some of the best media in the country 
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Heavy reservations have already been made in 
the magazine which always foreshadows the 
latest moves of leading advertisers — Have 
you made sure of your Autumn bookings? Are 
you looking ahead for 1952? 


WOMAN'S ONY 


. over 1% million 


wart Mander. Advertisement Director, George Newnes Lid., Tower Hi 
Southampton Street, London, W.C.2 Temple Bar 4363 (40 lines) 
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(NET SALES 


Messrs. Legge, Terry 


T. B. MULLINGS, Advertisement Manager, REVEILLE FOR THE WEEKEND 


590,065 


= Wis . E a , 4 
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Advertising 
Rates are £10 


per single col. inch, 
which on 2,500,000 sale 
represents a cost of : 
0.96d. 
per s.c. inch per thousand 
0.55d. 
per sq. inch per thousand 


B.C .4 Holborn 4321 
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AIMS OF ADVERTISING WILL 
RING ROUND THE FREE WORLD 


THURSDAY, JULY 19, 1951 


© 


Conference Key 


To The Future 


MID scenes of great enthusiasm the final business session 
of the International Advertising Conference, at Central 
Hall, Westminster, last Friday, passed unanimously a resolu- 


tion expressing the industry’s 
recognition of its tasks 
throughout the world. 

Here is the text: 

This International Conference 
of advertising men and women, 
held in London July’ 7-13, 
attended by 2,824 delegates from 
38 nations of the free world, 

Having considered the common 
problems and tasks now con- 
fronting all those in all free 
countries engaged in advertising, 

Records its deep ‘sense of the 
responsibility of all those so 
engaged arising from the great 
development of advertising, the 
elaboration of its techniques, and 
the widened scope of its functions 
in modern society, and 

ryt its resolve as follows: 

. Advertising can and must 

— "increasingly used in every 
country to help in promoting 
world trade and better inter- 
national understanding; its use 
for the advancement of selfish 
national ends is contrary to the 
spirit of this declaration; 

ii. Advertising in every 
country must seek its primary 
justification in service to the 
consumer by promoting know- 
ledge, helping to reduce the 
costs of production and distri- 
bution and helping to raise the 
standard of liying; 

iii. Unceasing vigilance is 
required of all advertising men 
and women to maintain and 
advance high standards of 
ethics and practice; the prin- 
ciple of truth in advertising, 
proclaimed by the first Inter- 
national Advertising Confer- 
ence at Wembley in 1924, is 
reaffirmed; 

iv. Advertising in all its 
branches needs men and 
women of high character and 
training: the Associations and 


Clubs in every country have a 
vital part to play in raising the 
standards ot education and 
recruitment so that the future 
of advertising may be in good 
hands. 

The Conference in the spirit of 
its discussions, and accepting the 
challenge of these times, calls 
upon the Associations and all 
advertising men and women in 
all countries to take action to 
make a reality of this declaration. 
It further stresses the need to 
develop international contacts to 
the end that advertising may 
yield its maximum service to each 
national community and to the 
world. 

(Conference Review page 128) 


‘EXPRESS’ TO CUT 
MARGINS 


Pages of the Daily Express and 
Sunday Express are to be nar- 
rower. 

In a special interview (page 
129) E. J. Robertson, chairman, 
Express Group, explains the 
reason and reviews the newsprint 
situation as it affects Fleet Street. 


Auld Lang Syne o 


loses the Conference. 


PRINT CONGRESS PLANS 


Three-fifths of the 450 master 
printers and their wives who will 
attend the Seventh International 
Congress of Master Printers in 
London next week will come 
from overseas. 

There will be delegations from 
11 foreign Federations affiliated 
to the International Bureau of 
Master Printers, and four other 
countries will be represented by 
individual members. 

From Monday to Friday they 
will profit from a programme in 
which business sessions, instruc- 
tive visits and exhibitions, and 


® Continued on page 129 


Conference insignia. 


ten evenin§ 


the 
is NOW AVAILABLE. 


R. H. PENNEY + Advertisement Director 
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NORTHCLIFFE NEWSPAPERS GROUP L” 


Carmelite House, London, E.C.4. Cen. 6000 
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G. R. Mountford, Helen Cheyney Harry Jones and Lester Sir Robert Fraser, C. King Woodbridge and Sir Harold Bowden chats with 


and H. F. Poulson at the Market 
Research Society lunch. 


Beall at the Creative Harold Vernon, in a happy party at the 


Circle's lunch. 


1.1.P.A. reception. 


Claude Wallis (centre) at the 


1.S.B.A. lunch, 


Proposing the Conference re- 
solution, F. P. Bishop, M.P., vice- 
chairman of the Conterence 
organising council, said the 
programme committee had felt a 
brief statement should be issued 
to the public as a declaration of 
the things that lay behind the 
Conference and a declaration of 
the practical aims in view. 

Secondly there should be 
something on record which 
would remind them of those 
aims. 

“This Conference has not been 
a conference to advertise adver- 
tising,” he emphasised. “We still 
have, of course, many critics of 
advertising but we thought that 
it was right in this Conference 
that we should make it our main 
task not to challenge critics of 
advertising, but ourselves to face 
the challenge that these difficult 
times present, and to consider 
what our tasks are in the face of 
these difficult circumstances.” 

The resolution was seconded 
by Elon G. Borton, president of 
the Advertising Federation of 
America. 

“For five days,” he said, “with 
such time and energy as the lavish 
programme of recreation and 
entertainment left us, we have 
been discussing together the 
challenges and the problems of 
this perilous time, and what they 
mean to the great cause of adver- 
tising which we represent, and 
then our tasks in response to 
those problems and those chal- 
lenges.” 

The Conference needed to 
summarise and state its views to 
the world—‘first for ourselves 
because within a few days or 
weeks we shall have forgotten 
unless we are reminded; for our 
advertising compatriots at home 
who had not the privilege and 
the inspiration of this adventure; 
and for the public as a statement 
of some of the things which the 
advertising. people of the world 
believe are their jobs and their 
privileges and their responsi- 
bilities.” 


Drafts of three other resolu- 


The first, passed by the Inter- 
national Union of Advertising 


‘suggests the holding of a world 


week of publicity and public 
relations in favour of advertising 
during May 1952. 

The second originated from 
the Clubs’ Day sessions when 
delegates unanimously agreed to 
support! the resolutions of the 
Advertising Commission of the 
International Chamber of Com- 
merce relating to the function 
and social responsibility of adver- 
tising, and the promotion of a 
better advertising education. The 
resolution hoped that, in order 
to detefminé a sound basis for 
the education, recruitment and 
interchange of advertising per- 
sonnel, the representative organis- 
ations of each country would 
submit to any suitable organisa- 
tion to be decided on, a report 
showing the position and pro- 
gress made in this connection in 
their own countries. 


Rapporteurs’ Review 

The third resolution asks for 
the setting up of an international 
training centre under the auspices 


of the International Union of 
Advertising and the International 
Federation of Advertising Clubs. 
The centre would have branches 
in each of the affiliated countries. 

A complete résumé of the 
Conference was given by the 
rapporteurs. 

Roger S. Falk, director-general 
of BET.R.O., said Lord 
Beveridge’s real message lay in 
his definition of advertising’s two 
responsibilities—those of method 
and of content. 

“This was not a_ parochial 
challenge; this was setting a 
global problem,” said Mr. Falk. 

Referring to the international 
endorsement of the acceptance of 
the challenge, he said the best 


Advertising P.R., Training 
Centre Are Proposed 


commentary on the opening day 
had been supplied by a delegate 
whom he overheard say in 
French, “It was a day during 
which one forgot frontiers.” 

One of the highlights of 
Tuesday, said Sinclair Wood, 
chairman, Conference Youth 
Scheme, and vice-chairman, F. C. 
Pritchard, Wood & Partners Ltd., 
was the point that if advertising 
was to develop its function of 
helping to keep down the cost of 
living, it must operate in condi- 
tions of freedom. “We might,” he 
said, “through our national 
associations, embark on some 
research to find out what the 
consumer really does think about 
advertising. 

“We might look into the pros- 
pect of setting up, as George 
Bryson suggested, something on 
the lines of the Better Business 
Bureaux in the United States, a 
self-policing organisation for ad- 
vertising. None of us wants 
control, I am quite sure, but the 
times are such that we may have 
to say that self-imposed control 
would be preferable to control 
imposed from outside. 

“Thirdly, we might bring a 
new critical question to bear on 
every piece of work that we do. 
We might ask ourselves, “What 
good will this do to the con- 
sumer? How will this benefit 
him? To what extent will it meet 
his needs?” 

Derek John Roe, joint manag- 
ing director, F. John Roe Ltd., 
dealing with the Clubs’ Day, said 
that it had resulted in an inter- 
national realisation of the com- 
mon aims of the Club movement 
assisting national organisations 
to create international under- 
standing. 

W. Balch, director, W. H. 
Gollings & Associates Ltd., said 
the advertising club movement 
had learnt a lot. He remarked: “I 
would suggest that if you look 
for the Clubs, there you will find 
the builders, the helpers, the 
makers of advertising progress. I 
would sum up Clubs’ Day as the 


L. W. Needham enjoys a joke with 

J. Arthur Rank at the reception 

preceding the midnight film 
matinée, 


day of those who daily do what 
international conferences which 
meet every 25 years talk about.” 

W. ge governing director, 
J. Walter Thompson Co., Ltd., 
felt that there had run right 
through the Conference a con- 
tinuous awareness of the social 
responsibility of advertising. 

He requested delegates to take 
away as a summary of the session 
Cyrus Ducker’s words: “Let us 
remember that society as well as 
business is beginning to have 
urgent and perhaps permanent 
need of us. Let us see to it that 
we really understand our oppor- 
tunity; that we neither overplay 
our hand nor underplay it. Be- 
cause either mistake, if perpetu- 
ated too often, may i 
qualify us for oblivion.” 

Eleven specialised sessions were 
concisely reviewed by A. Everett 
Jones, managing director, 
Everett’s Advertising Ltd. 

“If you get any view at all 
from the sessions,” he remarked, 
“you will agree that the decision 
to have a Conference was abun- 
dantly sound, and we have learnt 
a great deal.” 

Lord Mackintosh paid tribute 
to all those who had made the 
Conference possible—to those 
who had supplied the money and 
to those who had worked so 
hard. 

Sven A. Hansson (Sweden) 
proposed a vote of thanks to 
Lord Mackintosh. 
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Robertson on newsprint crisis 


‘Express’ P 


ages Narrower 


Soon: Ads. Not Affected 


The threat of further big increases in newsprint prices lies 
behind the decision of the Daily Express and Sunday 


Express to narrow their pages by half an inch, 


to saving 


With a view 


newsprint—of which the Express group are the 


biggest users in the country—it is intended to narrow the main 


reel from 66 in. to 64 in. By 
thus reducing the margins and 
gutters a saving for the group 
of £150,000 a year would 
result. 

The change, for which no date 
has yet been set, would involve 
an almost imperceptible reduction 
in column width. Advertisements 
and block sizes would not be 
affected. 

There is a strong possibility 
that newsprint may rise in price 
to somewhere in the region of £75 
per ton by the beginning of 
October, E. J. Robertson, chair- 
man, Express Group, told ADVER- 
TISER'S WEEKLY. It was likely 
that, with a view to softening 
criticism, the Government would 
allow this increase to take place 
in two stages. 

“This increase of £15 per ton 
over the present figure would wipe 
out the profits of nearly all news- 
papers,” he asserted. 

In the face of this threat, news- 
Papers could take one or more of 
four steps: 

First, they could increase adver- 
tisement rates—and every news- 
paper would be most reluctant to 
raise them yet higher than they 
are now. 

Second, they could increase the 
advertisement measure. When 
prices went up to Il4d. many 
papers considerably reduced their 
advertisement measure, he pointed 
out. They would probably be 
forced to increase it again, though 
it would be merely a partial con- 
tribution to a solution. 

Third, they could increase the 
selling price to 2d. This would be 
even more undesirable than rais- 
ing thé advertisement rate. The 
effect on sales reduction and un- 
employment in the industry would 
be very much greater than the 
recent rise from Id. to 14d. 

If only papers would continue 
at their present price for the next 
18 months, Mr. Robertson 
believed, the flow of Canadian 
newsprint would start again, the 
Scandinavian monopoly would 
be broken, prices would come 
tumbling down, and it was pos- 
sible that instead of £70-£75 
newspapers would have to pay 
only £50-£55 per ton. 

The fourth possibility remain- 
ing was economy. In America, 
where newsprint prices were only 
about double their pre-war figure, 
the New York Herald-Tribune 
had nevertheless had to reduce its 
page width by 3 per cent, and 
other U.S. papers were adopting 
similar measures. 

British papers, said Mr. 
Robertson, were bound to follow 
suit, 


COSTS LIMIT 
REACHED 


Increased production costs, the 
printing dispute with the London 
Society of Compositors, and the 
cost of launching a number of 
new periodicals were reasons 
given by H. C. Drayton, chair- 
man, at the 22nd annual meeting 
of Argus Press Holdings, for a 
drop in profits to £31,600 (from 
£43,800 last year). 

After stating that the progress 
of the new journals exceeded ex- 
pectations, he continued : 

“During the current year we 
have had to increase the céver 
price of a number of our maga- 
zines; that, of course, will bring 
us in additional revenue, but any 
further increase in the price of 
newsprint, or any substantial ad- 
vance in wages or costs now, will 
have to be passed on to the con- 
sumer. 

“The day when the proprietors 
can absorb these increased costs 
and wages into their own organ- 
isation has passed and the con- 
sumer, as usual, will have to pay.” 


SILK SCREEN 
FOR SPAIN 


Striking evidence of the influence 
exercised by the Display Pro- 
ducers and Screen Printers 
Association is provided by the 
flying visit of Roy Foster, of R. 
Foster & Co. (Display) Ltd., of 
West Ealing, to Madrid. 

Mr. Foster left by air on Wednes- 
day to help the Madrid firm of 
Nestor Jacob open what is 
probably the first silk screen 
printing works in Spain. 

The firm had asked for the Asso- 
ciation’s advice, and its council 
deputed Mr. Foster, a technical 
expert, to deal with the inquiry. 
He is now visiting the Spanish 
principals to investigate their 
problems on the spot and to 
study potential markets. 

Mr. Foster will be back in a week, 
to organise materials and equip- 
ment. The possibility of skilled 
staff being sent to Spain as 
instructors is being considered. 
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sugg 
Radio Luxembourg for the 
union’s political and industrial 
pro} 


paganda. 

Arthur Deakin, the secre- 
tary, said: “Believe me, it's not 
werth while.” 


Outdoor Advertising 


Luncheon 


The outdoor advertising 
luncheon and business session 
held during the International Ad- 
vertising Conference was organ- 
ised by the Outdoor Advertising 
Industry Advisory Committee, 
not, as was stated erroneously in 
our report, by the British Poster 
Advertising Association, which is 
only one of several bodies con- 
cerned. 

Other organisations represented 
on the Committee include the 
Solus Outdoor Advertising Asso- 
ciation Ltd.. the Master Sign 
Makers’ Association, the Electri- 
cal Sign Manufacturers’ Associa- 
tion, the London Poster Advertis- 
ing Association, the Incorporated 
Society of British Advertisers, 
and the British Transport Com- 
mission. 

Philip Emanuel, advertisement 
director, Odhams Press Ltd., con- 
gratulates Patricia Bronkhurst, 
daughter of Charles Bronkhurst, 
advertisement director of “John 
Bull,” on her recent marriage to 
Basil Alexander. Many adver- 
tising personalities attended. 


@ Continued from page 127 


CONGRESS THEMES — EFFICIENCY, DESIGN 


relaxation will be nicely balanced. 

At the inaugural meeting at 
Church House, Westminster, dele- 
gates will see the arrival of the 
Lord Mayor of London in his 
robes of state and accompaniea 
by the King’s Sheriffs. He will be 
welcomed by the Mayor of West- 
minster, also robed. Opening 
speakers will be Rolf Unwin, 
president of the British Federa- 
tion of Master Printers (host 
Federation of the Congress) in 
the chair, and W. Hope Collins, 
chairman, Congress Organising 
Committee. F. Lefort-Lazauville 
(France), president of the Inter- 
national Bureau, will reply. 

The Lord and Lady Mayoress, 
the Mayor of Westminster, and 
the King’s Sheriffs will attend the 
Congress luncheon at Grosvenor 
House, when prayers will be said 
by the Rev. Cyril Armitage, Vicar 
of St. Bride’s. 

Social highlight of the Con- 
gress will be the banquet at the 
Dorchester on Wednesday, fol- 
lowing a reception by the presi- 
dent of the B.F.M.P. 

Proposing the toast to the 
International Bureau of Master 
Printers will be Malcolm 
McCorquodale, M.P. (chairman 
of McCorquodale & Co., and 
other printing houses), and the 
response will be by M. Lefort- 
Lavauzelle. To Mr. Unwin’s 


toast“ to the guests, Mario A. 
Coen (Italy) and J. A. M. Cleerdin 
(Holland) will reply. 

Business meetings are as fol- 
lows: Monday afternoon at 11 
Bedford Row, headquarters of 
B.F.M.P. (separate meetings for 
those interested in letterpress and 
gravure sections of industry). 
Tuesday morning, “Productive 
Efficiency,” Church Hall; after- 
noon at Bedford Row (separate 
meetings for those interested in 
lithographic and bookbinding 
sections). Wednesday morning, 
“Design in Print,” Church Hall; 
afternoon, meeting of official 
delegates (four from each coun- 
try) at Bedford Row. 

In addition, on Thursday and 
Friday there will be excursions to 
Hampton Court, Cambridge, and 
Tenterden, and visits to printing 
plants in and around London, 
and to the Festival of Britain. 

Of outstanding interest will be 
the exhibition in the Town Hall, 
Tenterden, of books produced in 
this country from Caxton to the 
present day. Other features will 
be the Caxton Deeds covering 
1420-1467 lent by Viscount 
Kemsley; exhibitions of printing 
and printing processes; a book- 
binding display; and other ex- 
hibits of historical and contem- 
porary interest. 


After lunching at a Tudor 


house, the delegates will hear Sir 
Francis Meynell talk on “How 
to look at a book.” 

Members of the Congress Com- 
mittee are: Rolf Unwin, manag- 
ing director, Unwin Brothers, 
Woking; W. Hope Collins, man- 
aging director Wm. Collins & Co., 
Glasgow; George Newman, 
managing director, W. Heffer & 
Sons Ltd., Cambridge; C. E. 
Pitman, joint managing director, 
Pitman Press, Bath; R. A. Austen- 
Leigh, director, Spottiswoode, 
Ballantyne & Co., Ltd.; Sir Guy 
Harrison, chairman, Harrison & 
Sons Ltd: Edmund Arnold, 
chairman, E. J. Arnold & Sons 
Ltd., Leeds; C. E. Mansell, chair- 
man and managing director, 
Balding & Mansell, Wisbech; F. 
Russell Baylis, chairman, 
Ebenezer Baylis & Son hs 
Worcester; E. Kopley, director, 
International Bureau of Federa- 
tions of Master Printers; and 
L. E. Kenyon, secretary, B.F.M.P. 

Insignia of the Congress is an 
“ink ball”—the pad with which 
early letterpress printers used to 
ink their type. The symbol bears 
three shields and surmounts a 
Sosegee inscribed “London 
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Wall Paper Told 
Clubs’ Day Story 


EAM of ten produced seven 

editions of a wall newspaper 
“Clubs” Day Picture Record” 
during clubs’ day. So fast was 
production that by the time dele- 
gates arrived at Connaught 
Rooms for lunch an illustrated 
record of the morning session was 
on show. Three editions were 
produced during the Hurlingham 
Ball. Director of production was 
Gavin Starey, hon. Press officer 
for Clubs’ Day. 

* * * 


The Advertising Association uf 
Holland has presented the Adver- 
tising Association of Great Britain 
with a plaque to commemorate 
the International Advertising 
Conference. Eric Bouwmeester, 
from the Hague, has also given 
the Association a piece of silver 
plate. 

. * * 

Lord Mackintosh at the close 
of the Conference said: “I do not 
think any trade has ever been 
better supported by its trade Press 
than we have been at this Con- 
ference. No praise can be too 
high for what they have done. 
If l had my Texas hat on, a would 
take it “ to them now. 

* 


i Pound For NABS 


T the Welcome Club after the 
close of the Conference, Miss 
Hannah Norton, of New York, 
handed a pound note to the editor 
of ADVERTISER'S WEPKLY. 
“Please pass this on to N.A.BS. 
for me,” she said. “I have heard 
about the good work N.A.B.S. is 
doing, and would like to make a 
smal] donation as a mark of ap- 
preciation of the kindness and 
hospitality I] have received as a 
delegate to the Conference.” 
* 


oe * 
Fernand Hourez, director 
general of Denis Bodden & 


Dechy, Brussels, gave a cocktail 
party on Saturday. Those present 
included H. Deschampsneufs of 
F. C. Pritchard, Wood & Partners 
Ltd.. Arthur Chadwick, of the 
British Direct Mail Adver- 
tising Association, Miss Kay 
Murphy of Lingaphone Ltd.. 
Pierre’ Bastide, secretary general 
of the Internationa] Union of 
Advertising, and Mr. and Mrs. 
Antonio Riviere, of Barcelona. 
* & * 


Many of the Conference organ- 
isers, including Lord Mackintosh, 
were among the guests of Foote, 
Cone & Belding Ltd. on Friday 
at a cocktail party held at the 
Empress Club to meet Fairfax M. 
Cone, chairman, F.C.B. Inc. 

* * +. 


The attractive souvenir pro- 
gramme, with a midnight blue 
velvet cover, for the Hurlingham 
Bal] and Starlight Garden Party 


was created and produced by 
Odhams Press. 
* * * 

The Westminster and Pimlico 
News used their advertisement 
columns to tie up with a remark 
made by the Mayor of West- 
minster when welcoming Con- 
ference delegates—“It pays to 
advertise in Westminster.” 

* * * 


ELEGATES beat a team of 

“Associates” by four shots 
in a bowls match at the Amal- 
gamated Press Sports Club, New 
Malden, on Friday. They were 
guests of A.P. The match was 
organised by Jack Bottell of 
Alfred Pemberton Ltd. and a 
committee. Players were pre- 
sented with souvenir silver spoons 
by Iliffe Press Ltd. 

* * * 

For over half an hour on Fri- 
day night delegates saw them- 
selves and colleagues on the 
screen. Occasion was the film 
evening arranged by the J. Arthur 
Rank Organisation at the Odeon 
theatre. Before the big picture, 
Hotel Sahara, a film of the Con- 
ference was shown, with shots 
from the opening and main ses- 
sions, the Hulton garden party, 
the banquet, the golf events and 
the mannequin parades at London 
stores. 

* + 


This illuminated poster showed 

delegates the way to Hurlingham 

and a sample of Kemsley pro- 
motion efficiency. 


* * * 
EARLY five hundred British 
and foreign delegates, chiefly 

leading agency men and women, 
were entertained to a reception 
and ball at Londonderry House, 
Park Lane, last Thursday, by the 
Institute of Incorporated Practi- 
tioners in Advertising. 

They were received by Hubert 
A. Oughton, president, and Mrs. 
Oughton. 

* * * 

Directors of F. C. Pritchard, 
Wood & Partners Ltd. gave a 
cocktail party last Thursday at 
25 Savile Row, W.1, for the 
members of overseas agencies 
with whom they are associated 
who were delegates to the Inter- 
national Advertising Conference. 
Over 50 guests were present. 
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Mervyn Talbot, executive, W. S. Crawford Ltd., and Mrs. Talbot 
(daughter of the late Sir William Crawford), Henry Balcon, export 
manager, S. Simpson Ltd., Ashley Havinden, E. C. Mackenzie, directors 
of W. Crawford Ltd. and George Patterson, governing director, 
George ‘Patterson Pty. Lid., Australia, at one of the Crawford 


Conference parties. 


Visitors to the Joshua B. Powers party at the Wardroom Club, Curzon 
Street included (left to right): Ake Fernquist, advertisement director, 
“Stockholms-Tiomngen,” Tage Henius, classified advertisement man- 
ager, “Berlingske Tidende,’ Copenhagen, Jens Enner, advertisement 
director, Berlingske Publications, Copenhagen, Frank Levens, managing 
director, Joshua B. Powers Ltd., and Mrs. Fernquist. 


How Ad. Spending Helps 


Save Production Costs 


Powerful testimony to the value of advertising in making 
mass production and the benefits that flow from it possible 
was given by Sir Geoffrey Heyworth, chairman, at the annual 
meeting of Lever Brothers and Unilever Ltd. 


After pointing out that adver- 
Two More Local 


tising must be looked upon in 
relation to the whole process of 
—— and gc am fg Sir P | 
Geoffrey gave examples from | S 
Unilever’s own products ' apers O d 
“Advertising is currently at the Two more local papers, each 
rate of 3-2 per cent of the con- More than a century old, have 
sumer price of Sunlight soap in been forced to sell out by in- 
the U.K., and 1-6 per cent in creased costs of production. 
Holland. It is 1-2 per cent of the The Weston - super-Mare 
consumer price of Blue Band Gazette and Somerset Advertiser, 
margarine in Holland. Soap first published in 1845, has ceased 
powders are somewhat more publication, and the copyright 
heavily advertised—the figures and goodwill have been acquired 
being 6-2 per cent for Persil in by the proprietors of the Weston 
the U.K., 5-6 per cent in France. Mercury and Somersetshire 
“These advertising expenditures Herald, which is older by two 
sustain the necessary demand to years. 
bring about savings in production The Guernsey Star, which, first 
costs which, although they cannot _ printed in 1813, is the oldest news- 
be exactly calculated are probably —_ paper in the Channel Islands, has 
greater in amount.” been sold by its owners to the 
Advertising also reduced the proprietors of the Guernsey Even- 


costs of retailing by sneeding up ing Press. ‘ 

stock turnover, he said. This was In a leading article headed 
demonstrated in the United “The Local,” the News Chronicle 
States, where advertising was on Saturday wrote: “The inde- 


rendent local weekly newspapers 
Europe and required a greater are an integral part of English 
share of the proceeds of the pro- life... . We can ill afford to lose 
duct. these props to local well-being.” 


much more developed than in 
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NEMS ABOUT PROPLE 


oT GR - ae re 


BP. Bho ete 


Two Join Expanding 
Nelson Advertising 


S. J. C. Stephens has joined 
Nelson Advertising in the 
capacity of senior executive, at 
the same time being in control of 
space-buying. Previously with 
McCann Erickson and T. Booth 
Waddicor & Partners, he has 
also had considerable experience 
in sales organisation. 

In addition Nelson have 
engaged J. B. St. Clair as an 
assistant executive. For two years 
with Rodway Smith Ltd. of 
Bournemouth, he comes from an 
advertising family. 

These staff additions are part 
of Nelson's expansion plans. 
Extra accommodation has been 
acquired adjoining their offices in 
Eagle House, Jermyn Street. and 
the reorganisation will be com- 
pleted by August. 

* ca ¥* 

The British Wool Marketing 
Board announce the appointment 
of S. R. Blackley as assistant 
secretary and Press officer at the 
Board’s London office. Mr. 
Blackley has been the marketing 
correspondent of Farmer and 
Stock-Breeder, and has written 
authoritatively on the economic 
and marketing problems of agri- 
culture. He was previously with 
the Ministry of Agriculture. 

*~ ~ 

Herbert Harris has _ been 
appointed Press officer of the 
Harrogate Toy Fair 1952. 

. * * 


T. W. Hammond has resigned 
as joint managing director of 
John Halifax Ltd., the Leicester 
agency. He joined the board in 
1949* having previously been 
advertisement manager of the 
Coalville Times. His place on the 
board has been taken by Gordon 
A. Penman, formerly production 
manager. Before joining John 
Halifax last year. Mr. Penman 
was in charge of the creative 
department of the Bradford 
agency of Bennett Williams 
Advertising Ltd. 

~ * * 

Frank E. Gearon, who joined 
Legget, Nicholson & Partners 
Ltd. as account executive from 


S. J. C. Stephens * 


John MacLaren 


Chicago in January last year, has 
been appointed to the board of 
the agency. Another newcomer 
from New York is Henry 
Williams, who has joined the 
agency's executive staff. 

. * * 

John A. MacLaren, president 
and general manager of 
MacLaren Advertising Co., 
one of Canada’s two largest 
advertising agencies with head 
offices in Toronto and branches 
in all leading Canadian cities and 
in London, is visiting Britain. 
His agency has assisted several 
U.K. companies in establishing 
themselves in the Canadian dollar 
area. 

~~ * 

Sir A. Dykes Spicer and 
William Oliver have retired from 
the board of directors of Spicers 
Ltd. 

* ~ * 

G. S. Yuille has been appointed 
to the board of directors of 
Sommerville & Milne Ltd., Glas- 
gow, advertising agents. 

* * * 

Ian Gordon Morrison, who 
pioneered the establishment of 
Radio Goa as a commercial 
station, and whose voice was 
familiar on the All-India Radio 
network, has resigned from Radio 
Luxembourg Advertising Ltd., 
where he was senior executive, 
and is for the present free- 
lancing. 

. * * 

Eugene Connett has joined 
Hewitt, Ogilvy, Benson & Mather 
Inc. as an account executive. He 
was previously with McCann- 
Erickson Inc. 

* * * 

Perey Marlow, one of the 
longest serving members of the 
Bradford Telegraph and Argus 
advertising staff has retired. He 
was presented with’ a portable 
radio set subscribed for by 
employees in all departments, 
the presentation being made by 
G. H. Howe, advertising man- 
ager, 

* * 

Appointed as circulation repre- 
sentatives for the Daily Herald 
and Sporting Life are G. A. Adam 
and K. Blain. 


Ulric Walmsley 


Champion speakers with their cups. 


London Club Again Triumphs 
In Public Speaking Contest 


The Publicity Club of London, 
for the second successive year, are 
winners of the National Adver- 
tising Public Speaking Contest. 

On Friday, at the Waldorf 
Hotel, London, they beat the 
other finalists, Leicester and 
Leeds, in the team competition. 
The award for the best individual 
speaker also went to a London 
member, R. Sherman. 

Scores in the team contest 


were: 

London (F. Hughes Freeland, 
R. Sherman, Gratton Payne) 429. 

Leicester (M. V. S. Pollock, 
W. E. Willson, A. H. Franklin) 
4144. 

Leeds (T. G. Cavan, F. Dutson, 
R. S..Seton) 371. 

T. Hartshorn, of the Regent 
Club, also competed in the in- 
dividual contest. 

Judges were: Mrs. W. H. Hamp 
Hamilton, of Glasgow; W. R. A. 
Hudson, M.P. for North Hull; 
the Rev. J. McCulloch of St. 
Mary’s, Warwick. 

Sir Miles Thomas, president of 
the Advertising Association, who 
presided, presented trophies and 
replicas to the winners, and 
tankards to each of the semi- 
finalists. He said he was very 
impressed indeed with the high 
standard of public speaking dis- 
played. 

Commander A. _ Robertson- 
Macdonald, chairman of the Club 
Development Committee, thanked 
all helpers. 

Aldwych 
Walmsley Is 
Chairman 

Ulric B. Walmsley is un- 
opposed for the chairmanship of 
the Aldwych Club, in which he 
will succeed E. W. Barney, the 
new president. 

Formerly deputy chairman, Mr. 
Walmsley is one of the oldest 
members of the Club. He is a 
director, Daily Graphic and 
Sunday Graphic, and advertise- 
ment manager. 

Also unopposed are S, V. 
Morrish, hon. secretary, and A. L. 
Lucas, hon. treasurer. 


Club News 


Bournemouth 


. 6 s 

America ‘Made 

. * 
By Publicity 

America has been made by 
publicity, declared Eric Putnam, 
director, Bournemouth Times, 
recently returned from the United 
States, when he spoke to Bourne- 
mouth Publicity Club. 

Americans were convinced that 
pages and pages of advertising 
had created and stimulated a 
desire for wealth, goods, and ser- 
vices. 

“American publicity has killed 

the type of mind which in this 
country thought it was sound to 
have their five per cent from gilt- 
edged securities,” he declared. 
“Publicity in America has created 
a mentality that is more adven- 
turesome.” 
_ Publicity had prevented social- 
ised medicine in America. The 
medical world there hired a public 
relations man and gave him a 
huge appropriation to put out 
what the medical people thought 
was the truth. Americans ex- 
pected it. 

Publicity was also helping 
Americans to tackle the rackets 
and the anti-colour feeling. 


London 
Gwyer Gibbs Wins 
McLellan Cup 


At the Publicity Club of 
London Golf Circle meeting at 
Sandy Lodge, the medal competi- 
tion for the McLellan Cup was 
won by D. Gwyer Gibbs, and the 
Lonsdale Hands Trophy for four 
ball against bogey by F. Welsh- 
man and F. C. Hall. 

A good show was put up by 
Mrs. M. Allen, of Good House- 
keeping, the first lady competitor 
in any of these competitions. 
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Conference Summing-up 


OT until the passage of time allows the International 
Noevertsin Conference to be viewed in perspective will 
it be possible fully to estimate its success. 

That it has been a success—organisationally, socially, and in 
the high level of its discussions—is universally agreed, not least 
by the overseas delegates, who go home loud in their praise and 
profoundly impressed. It has thus greatly enhanced the prestige 
of Britain and of British advertising. But its place in advertising 
history will be determined, not by the plaudits of well-satisfied 
delegates, but by its impact on advertising thought and policy. 

Its purpose was never, as some appear to suppose, to initiate 
action, but to affirm a basis for action and to create an atmosphere 
favourable to the kind of action indicated by its conclusions. 
This it has done, and it may well prove that it has thereby 
inaugurated an era in which advertising, shredding the remnants 
of its adolescent crudities, and adjusting itself to the needs of 
its age, will exercise to the full its power for good throughout 
the free world. 

The aim of the Conference was to define, discuss and accept 
the “challenge” of the times. This challenge, to recognise in 
principle and in practice the obligations of advertising to a free 
society, was accepted without reserve. By this act, advertising 
has formally acknowledged the modern cgnception of business 
that stresses service to the community as a primary objective. 

It has by the same act formally committed itself to the 
implications of its social obligation. Advertising can no longer 
be content to sell, because selling is its job—and ask no questions. 
It must see to it that it sells only good products, good services, 
good ideas; that it advertises them truthfully and informatively ; 
that it recognises responsibility to the “buyer” as well as to the 
advertiser; that it is prepared to enlarge ‘its scope so that its 
skills are available for the promotion of internationally desirable 
ends. 

There is nothing new in all this. What is new, and what is 
important, is that it has heen accepted and publicly proclaimed 
by a Conference of 2,824 delegates from 38 nations. 

So much for the underlying significance of a most memorable 
Conference. It remains to pay tribute to all whose faith, 
determination and hard work contributed to its success—to Lord 
Mackintosh and his organising committee, to the Advertising 
Association and its officials, to the speakers, to all organisations 
that co-operated so wholeheartedly. Especially should be 
mentioned those responsible for the social highlights of the 
week—Edward Hulton’s garden party, the Midnight Matinée 
given by the N.P.A., and the Glubs’ gala at Hurlingham. 


@ Change of subscriber's address: Please inform the publishers threc 
clear weeks in advance of the issue for which change of address is to 
take effect, and inc ude present address in + fall as well as new address. 
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To-morrow’s Topics 


World printers to 
consider costs 


HILE speakers at the 

Seventh International Con- 
gress of Master Printers will 
cover comprehensively the 
whole range of print design and 
production—with a long eye to 
ways and means of solving 
them in the future—there will 
be one big bogy overshadow- 
ing everything— PRODUC- 
TION COSTS. 

Workers’ problems will be pin- 
pointed: disappearance of healthy 
competition between craftsmen 
and the fact that it hardly pays 
a man to increase his knowledge 
and performance. 

The will to work, team spirit, 
Suggestion schemes, personal 
contact and general good man- 
agement will be cited as means to 
the end of productive efficiency. 

Publishers, advertisers and all 
print users will hear with interest of 
practical suggestions being made 
by printer to printer for the cut- 
ting of costs and raising of pro- 
duction standards. 

os = —_— 

The Congress will hear a great 
deal about competing processes 
and hopes for their development 
and use. Gravure, offset-litho 
and letterpress will all have their 
champions. Strong claim will be 
laid to a future for sometimes- 
despised letterpress with its advan- 
tages of perfect clarity of type 
and brightness of colour. 

—_— — = 


Two new processes 


coming soon 
HE 450 delegates from all 
parts of the world will hear 
news of two interesting printing 
developments : 

“Gravure-offset,” in which the 
matter on the gravure cylinder is 
printed on to a rubber roller, 
which then transfers its ink on to 
the paper; and 

Huebner’s “gravure - onset” 
method, in which the ink is trans- 
ferred to the paper by electro- 
static force, while the forme con- 
sists of a porous cylinder, covered 
with a copper skin, and with 
internal ink-supply. 

We understand that neither of 
these methods is yet quite ready 
for the market. 

—_— 


= — 
There is already a big demand 


for more showings in London and 
the provinces of the film news-reel 
of the International Advertising 
Conference. It will be shown 
again soon, and a suggestion will 
be considered that extra copies 
should be made and sent round 
for showing at clubs. 
—_— 


Society’s threat to 
— 


HARP reaction is expected to 

a request which is to be sent 

out by the Council of the 

Pharmaceutical Society asking 

retail chemists to give no indica- 

tion, either direct or indirect, that 
they sell contraceptives. 

The Society states that “while 
the activity is one which can 
properly be undertaken by phar- 
macists, an increasing tendency 
to draw attention to it is regarded 
as damaging to the reputation of 
pharmacy.” 

Action will be taken by the 
Society whenever it is considered 
that there have been flagrant 
breaches of their recommenda- 
tion. Accused chemists will be 
arraigned before the Statutory 
Committee. 

Many pharmacists are un- 
happy about their Society’s deci- 
sion and repercussions are ex- 
pected. A matter of principle is 
involved. 

Questions to be asked are: 
Why should point-of-sale material 
for any ovroduct be barred? 
Where will the tendency to bar 
such advertising end? 

— —_— — 

Probably before the next 
annual meeting of the Pharma- 
ceutical Society—and certainly at 
that meetine—more will he heard 
of an attempt to ban “flamboy- 
ant” advertisine of dispensing 
services. There is a groun within 
the Society which would ban this 
advertising altoeether. but it 
will be fiercely opposed by those 
who sensibly say that the most 
professional service they have to 
offer should be adequately publi- 
cised in a dignified manner. 

— —_— 


Boost for toys 


help build up the sale of 

tovs. the National Associa- 
tion of Toy Retailers is to pro- 
duce tokens for exchange in the 
same way as book tokens. Other 
trade organisations are consider- 
ing similar schemes to be put 
into operation before Christmas. 
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- Vanity air 


te he Moanges hmsttes Vewan 


YOUNG....SMART....SENSIBLE 


No one magazine caters completely for her age, her tastes, 
her income—except vanity FAIR. Fashion and beauty 
advertisements in VANITY FAIR are read every month 
by many thousands like her— younger, smarter women 
who consider well, and then spend. 

The Rates: £100 per page black & white ; £150 in colour. 


THE NATIONAL MAGAZINE CO. LIMITED, 28-30 GROSVENOR GARDENS, LONDON, 
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PRINT—How To Design For The Purpose 


The Designer Must Develop The 
Germs Of Life In His Appeal 


By HARRY CARTER 


Head of the Layout Section, H.M. Stationery Office 


IGHTNESS for the pur- 
pose is one of the qualities 
of a good design. It is 
far from being the only one. 
In relation to others, such as 
fantasy, economy, understand- 
ing exploitation of materials and 
tools, it plays a part larger or 
smaller according to the function 
of the product and the prevail- 
ing fashions. 
It will not do to assume that the 
purpose of design is always to fit 
the product for use. Advertising 


Theme of one of the principal 
sessions at the International Con- 
gress of Master Printers, to open 
in London on Monday, will be 
Design in Print. 

To support the master printers 
in their efforts to improve stan- 
dards of print design, “Adver- 


The writ . 
Henry D. Davy, John R. Biggs 
and w. ackenzie, 


~ on this and subsequent 

es, their respective views on 
i to design for the purpose, 
the machine, the process, and the 
material used. 


literature is an example of a pro- 
duct to which the pure doctrine of 
fitness for purpose is difficult to 
apply, for it is mainly designed to 
induce a state of mind in the 
reader, and not to provide him 
with anything serviceable. This 
has to be done largely by instinct, 
and success or failure are to a 
great extent a matter of opinion. 

But the purpose, whatever it 
may be, is what the designer has 
to find a shape for: a mental 
shape that can be realised. Pur- 
pose and design, in the oldest 
and most stable sense of the word. 
mean the same thing. When 
Shakespeare wrote: “I prithee 
leave these sad designs,” the 
word could not be misunderstood; 
but two centuries later, when 
Blake could write: “Pray let me 
entreat you to go on with your 
designing: it is the one source of 
pleasure,” it had started on its 
career of equivocation. 

If, then, you tell a designer 
to work to a purpose, you tell him 
to keep his mind on his job, since 


the word now means the first step 
towards the realisation of the pur- 
pose. It should be regarded as 
a test of whether the purpose is 
worth going on with, and on this 
the designer should be consulted. 
Many printed jobs fail because 
the purpose is not one that lends 
itself to fulfilment by printing. 

Under industrial conditions 
there are a good many designers 

to every job, and the one who is 
given the capital D sometimes 
least deserves it. In the simplest 
case in commercial printing there 
are the man who pays and the 
printer. Considering the very 
large part played by the customer 
in making or wrecking the pro- 
duct, the printer is well-advised 
who educates his customers as 
designers. 

The purpose of the printer's 
design is in practice limited to 
making the best of the copy that 
has been given him. If the copy 
is good, ke need only give it the 
appropriate simple and natural 
treatment. It is poor, the lay- 
out and typography must aim at 
supplying its defects. In the 
second case the result will never 
be as good as in the first. 

Good copy is a printer’s expres- 
sion, and it means matter that can 
be printed well. It can only be 
written by someone who under- 
stands printing, and who in his 
mind’s eye can see what he is 
writing as it will appear in print. 
He is really designing as he 
writes. 

The printer, for his part, can 
easily spoil good copy unless he 
understands it and sees why it is 
good. This overlap of knowledge 
and appreciation among the col- 
laborators in design and produc- 
tion is supremely important. It 
is the prerequisite to a common 
purpose, and a common purpose 
is the only thing that will give 
the composition unity and sim- 
plicity, the hardest of things to 
achieve. The opposite of these is 
muddle and waste; and that is the 
common case in commercial 
printing. 

Assuming that the designer has 
been fairly treated in the way of 
early consultation and good copy, 
he has to develop the germs of 
life that are in the material. He 
makes a mental picture which 
takes in the size, shape, texture 

and colour of the paper, the den- 
Sity and rhythmic quality of the 
printing and the cover or binding. 
It is bound to be an instinctive 


rather than a rational proceed- 
ing; therefore only a certain prac- 
tical common sense can make a 
designer envisage a product that 
will be adapted to its function. 

I believe that the first thing to 
focus in the mind's eye is the 
density of the printing: that is to 
say the size of type and the length 
of line. 

A big area of small type is com- 
fortable to a serious reader, and 
a narrow column in the largest 
admissible type is the extreme of 
frivolity. Somewhere between 
them is the reading-density that is 
right for a given job. The degree 
of attentiveness to be expected 
of the reader is fundamental in 
giving the printing the right 
psychological manner. 

More and more every day 
readers are getting used to column 
measures, and there is more 
reason to set any page larger than 


>.— 
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Demy 8vo. in double-column. 

The area of printed matter dic- 
tated by the reading-focus settles 
approximately what the paper- 
size shall be. Here utility pro- 
vides a cross-check for the design. 
In order that the thing may be 
pocketable or may accommodate 
the illustrations it may be advis- 
able to sacrifice something from 
the optimum area and size of 
type. There are some neglected 
Paper - sizes (susceptible, of 
course, of being folded by 
machine). Royal 6to and Fool- 
scap 4to might better have been 
chosen for many jobs produced 
in Crown 4to. A square page is 
good for accommodating illus- 
trations of miscellaneous shapes 
and sizes. Foolscap 4to, oblong, 
is good for landscape pictures. A 
tall, narrow page is a natural 
form for a list. A long Foolscap 
8vo is suitable for the catalogue 
of an unpretentious exhibition 
and is very pocketable. 

When it comes to disposing 


, printed matter in a given space, 


the qualities to aim at are unity, 
emphasis and relief. These things 
are best achieved by good copy 
simply treated; but if the matter 
does not lay itself out, the layout 
man can help up to a point. 
Unity comes of having a 
logical argument holding the 
thing together; of having a 
beginning, an introduction, a 
climax and an end. It is furthered 
by a uniform style of typography, 
for monotony is an_ essential 
characteristic of good lettering or 
printing, and it is hindered by 


ac¥ 


N this Festival Year it is 
most appropriate that the 7th 
International Congress of Master 
Printers should be held here in 
London and it is particularly 
gratifying that this special num- 
ber of “Advertiser's Weekly” 
should appear a few days before 
the inauguration of the Congress. 
At a time when the inter- 
situation cries out for 
co-operation among men it is not 
without significance that printers 
whose services play such a vital 
part in moulding and educating 
thought along right lines should 
meet together from all parts of 
the world. Their object will be 


“a hee in 

e seem to acing a 

of great shortages. Matertals of 
all description—paper, boards, 


‘Beautify Presentation 
Of The Written Word . 
And Speed Its Message’ 
” Writes ROLF UNWIN, 
President, British Federation of 


Master Printers, in a message to 
“Advertiser's Weekly” 


—_ are all needed desperately. 
The pessimist will no doubt ques- 
tion the value of our meeting 
at such a time to discuss more 
production and better design, 
subjects which appear purely 
academic in face of present prob- 
lems. But surely now is the time 
when our greatest effort must be 
forthcoming to see that if the 
quantity is reduced the one 
and design must 
greater clarity than ever ¥ 


We must be inspired rather 
than frustrated by shortages of 
the materials we need. Because 
after all greater developments 


present age is not less ingenious 
in overcoming difficulties than 
any of its predecessors. 


ee = ° as 
if ee 
ais , 
“A ei 
f 
4 ee 
. 
* 
: eC 
oy 
‘ _ : 
3 a 
tiser’s Weekly” is publishing a i eed 
series of four articles by recog- hi 
; nised authorities. 4 j , 
&§ & 2 b 
Bs | ihe? 
q “si 
a e l i 
gS ame re i . + 
ei pi TT ST re net 
" . 
; — 
: , 
oe that every ream of paper and ton ‘ 
ie of board be used with maximum 
ais effect. 
beautif r a ntat “y ‘the pe 
beautify the presentation of the 
printed word, and speed, by have always come to light in , 
: greater production, the urgency times of necessity than in periods : 
| po a 


ADVERTISER'S WEEKLY 


ce 00 % © st Be dU UCU OO - — ne 
Pere =a = > , eg * , , 
4 waueh thie u8 ee . 
ie 4 
* : > 
2 q - co 2 . 7 - % 
= rae ost _ 
iz H ; | ® : H E S _ ' i; 
. daily net sale in the , A 
aily ne e in world wh ¢ | 
Meets? Fak 2 
me : : eae 4 @ 
* 4 °? £393 = is 
i i aaah " 
* ‘s ; 7 
f Lowest al i 
Haiaat ? ah : A a gq y i a , - 
Bs 4 § ig Lm 
chy 
e: daily inch per thousand space rate im i 
in , Pe ae - 
ra |!) aa .; 4 a q 
= + ae : 4 fo ; 
er : ee s = Q.. | 7 E - 5 
seri rae 4 . oe ale he tes Wy oo + i : 
aia —_ se Ss , Ions! hs a ~ a ty vex a vA q Pe : 4 = | 
‘wig. Ps : sy ag MM ;) a Be =m — 2 ; ‘ 
a Tee Soe Ceeeieas Othe a Be na 
=f oni cn 7 Si a. ee i as 3 : ad " ’ é 
% aa oF — . | 
¥ ~e ual RG ee a“ Wes : 
be i th : . f |, Se 
be - - ee ee ee z : 
¥ . <i eee, | 
Ba " e ae gp) Sittings _ 
as a. emma ‘ 
i oe ff ae e Se, ae 
ag —_— a - a Pin e : 
nh aa a é A i ? hg : i 
; ae . wer 
iJ x a re 2 et 
he Pa ; , 
~ F se | 
Daily Mirror §& 
r 
* é , 
2 ee Oe a a ; : ; j 7 
Ss - a ee ae a.” oe 7 _—e re = i: Pay a a a a ae ae ae > or 


ee ane te 


ADVERTISER'S WEEKLY 


How To Design For 


The Purpose—continued 


distractions such as unwanted 
illustrations, ornament or even 
blank spaces. Make-up without 
blank pages, or even blank half- 
pages, saves the risk of bewilder- 
ment and generally makes for 
lucidity. 

Of the printer's ways of mark- 
ing a beginning the ancient one 
of displaying the first word seems 
strangely underrated. An item in 
the exhibition of books at the 
Victoria and Albert Museum is 
boldly headed “@€ A _ Learned,” 
and it certainly has magnetism. 
This old fashion of opening a 
displayed setting with a word in 
Canon size and dropping straight 
to type of text size shows up the 
dramatic power of a single word. 


Typographical Means 
To Emphasis 


Big and bold type, though it 
seems right as a tuning-in exercise 
for the eye preliminary to read- 
ing, is objectionable for emphasis. 

There are no satisfactory typo- 
graphical means to emphasis. 
Bold type underlined with a rule 
is only the worst of its kind, and 
italic, a whisper at the climax of 
a speech, the best. This is because 
emphasis requires a context; and 
any typographical device which 
removes words from their context 
1s objectionable more or less. In 


bet 9 CROWD REPT be ereryane meow 
2am) the care po anton be oon 


C 


D 


displayed matter the vital word 


or phrase is best enhanced by 
reducing the size of anything 
which may compete with it. 
Illustration as a stimulus to 
reading and a relief from the 
strain of attending to an argu- 
ment is often provided too gener- 
ously; and it is only effective if 
it is of high quality from a 
decorative point of view. Well 
placed and well written sub- 
headings are a valuable relief, but 
the hierarchy of I, Il, Il; A, B,C, 
1, 2, 3; (a), (b), (©); GW, (ii), (iii); 
each with its style of type to 
match, adds to the strain of read- 
ing. 
Sir Ernest Gowers, in his Plain 
Words, pricks the consciences of 
writers Who are guilty of verbi- 
age, clichés and starchy language. 
His message is, broadly, that you 
must pare away from your sen- 
tences whatever does not express 


For Kent 


Above: Pictures for 
this booklet, de- 
signed and_ illus- 
trated by Lynton 
Lamb for _ the 
Orient Line, were 
drawn on the stone 
in two colours by 
the artist, who also 
specified the typo- 
graphy. Remark- 
able for unity of 
style. Right: A 
box designed by 
Barnett Freedman 


singleness of pur- 
pose. 


your meaning in the simplest way. 
Designers, no less than copy- 
writers, may well take it to heart. 
They must make sure that they 
are not adopting or maintaining 
idioms, which, though they may 
once have had life and purpose 
in them, are now fustian or a 
mere bad habit. It is best to do 
without typographical features 
that serve no purpose, and even 
those of whose proper purpose 
you are not quite sure, and of 
these printer's rules are a com- 
mon example. 

There is no denying that an 
dlusion of purposefulness may be 
profitable on occasion. The first 
impression on looking at a cata- 
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over-simplified form really makes 
it hard to read, but helps a page 
set in it to give a first impression 
of simplicity and, therefore, of 
lucidity. That first impression 
may be a legitimate aim of 
design in dealing with things such 
as income-tax forms, whose 
readers need special considera- 
tion. 

It is worth remarking that in 
advertising as in nature forms 
that are fantastic compete equally 
with those that are functional. 
Darwin thought that the prefer- 
ence of the female largely deter- 
mined what types would survive 
in a competitive species. On his 
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larity of san-serif 
type is due to its 
delusively func- 
tional look. Its 


Long Foolscap 8vo. 
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are folders, which 
make them less 
convenient to read. 
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Design For The Machine 


Four Typical Problems 


In Letterpress 


By HENRY D. DAVY 


Managing Director, Doig Bros. & Co., Ltd., Newcastle. 


EFORE we consider how 
Be design the job for the 

machine it is well to re- 
member that the first printing 
presses were designed for the 
job rather than the job for the 
machine, and throughout the 
development of the printing 
press there has always been a 
field where this was the correct 
order of things. 


The modern newspaper Press 
and many of the specialised 
machines for labels and packag- 
ing are cases in point. They are 
the one-job machines evolved for 
the particular purpose. Speed, 
accuracy and performance have 
been developed efficiently because 
the ultimate purpose was known 
and printing designed for these 
machines must comply within 
strict limitations. 


Versatility Of 
Modern Machines 


These three factors of speed, 
accuracy and performance have 
also been developed in_ the 
machines used in general com- 
mercial printing but with the 
added factor of versatility which 
has often been introduced at the 
expense of one or all of the other 
three, but usually speed. Many 


THE FOUR PROBLEMS 
1. Printing into the gutter of the 
page. 
2. Use of solid tints. 


3. Limitations imposed by work- 
ing size of paper. 


4. Discriminate use of the seven 
—" in mechanical set- 


machines to-day are expected to 
handle material from air mail 
bank to a board, print a simple 
type forme or a solid tint, and 
control the colour and register of 
a three- or four-colour half-tone. 

This added factor of variety 
has come about, to some extent, 
because the consumer since the 
earliest days has often been the 
print designer—an honorary title 
bestowed on anyone who orders 
printing. They pay the printer 
and call the tune. So the bulk of 
printing houses to-day are 
equipped with a_ variety of 
machines capable of handling all 
sorts and conditions of jobs. It 
is easy to see how the name 
“jobbing™” printer was evolved! 

Of course there are many 


(a) The designer has broken away from the static page 


confined by margins 
edges and into ‘the 


and carries the illustration to the 
gutter. (From “The Festival of 
Britain’’). 
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SKETCH readers 
are young readers— 
with a keen preference 
for the’ merchandise of 
to-day\and ‘to-morrow. 
Advertise to them 


in the coming Autumn 
and Winter 
and \their valuable 
custom. will be yours. 
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Our superb full four-colour is heavil y AUTUMN FASHIONS NO. — Oct. 10°. 


booked, and for many issues is fully 
booked. But please let us have your MOTOR SHOW NUMBER — Oct. 24 
enquiries so that we may see if it is 
possible to accommodate your particular CHRISTMAS PRESENTS NO.—Nov. 21 
needs. The paper position is difficult; 
please give us as much notice as possible. CHRISTMAS NUMBER—ALL SOLD 


GEOFFREY PHILLIPS, Advertisement Manager, Ingram House, 195-198 Strand, London, W.C.2. Telephone: TEMple 5444 
MANCHESTER OFFICE: 55 Market Street Telephone : Blackfriars 4109 
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How To Design For The Machi ti d 


specialist printers who have 
limited their repertoire to some 
specific field of operation. The 
decision to specialise or not to 
specialise which faces the print- 
ing industry may, at first sight, 
appear outside the ken of the 
print designer but it would un- 
doubtedly help him, if not to 
design for the machine, at least 
to design with a specific plant in 
mind. 

The answer to the question, 
“How to design for the machine” 
would be simple if it in fact 
referred to the machine. For any 
one machine it is possible to 


See 


specify the physical limitations of 
size, feed, inking power, accuracy, 
speed, etc., though we are still 
left with the varying factor of the 
skill of the operative. How often 
his skill is used to get over some 
snag which the designer has un- 
wittingly set him. How rarely 
does that snag become known to 
the designer who assumes that 
having once been satisfied this 
trick can be repeated. The first 
man who pushed a block into the 
gutter of the page and elimin- 
ated the margin created an effect 
but also a problem. 


Where the printer has his own 
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designers he has it in his power 
to engineer his printing to fit the 
machines and if in the process 
some layout tricks and devices 
are shed, the finished job need 
not lose and may even gain 
esthetically and functually. 

The outside printing designer 
has a greater problem. A list of 
specifications of the innumerable 
printing machines at his disposal 
would be encyclopedic but of 
doubtful value. He could, how- 
ever, learn much if he could see 
some of his work set, imposed, 
made ready, registered, printed 
and bound. Let him make contact 
with the men who translate his 
plans into printing. I am certain 
that most printing firms would be 
happy to co-operate with a 
designer in this way. 

Let us examine four typical 
problems created in letterpress 
printing by design. 

Printing Into The 

Gutter 

This is a layout trick capable 
of great effect. The designer has 
broken away from the static page 
confined by margins and carries 
the illustration to the edges and 
into the gutter of the page. The 
Festival of Britain publication is 
an excellent example of this with 
a different variation on almost 


(b) Development of the idea 

where the illustration is carried 

across the page. (“The Festival of 
Britain’’). 


(c) Another effective design device 

that can create machinery prob- 

lems is the use of solids. (“The 
Festival of Britain’’). 


every page (illustration A). It 
also demonstrates the develop- 
ment of this idea where the illus- 
tration is carried across the page 
(illustration B). These are not 
new ideas, rather is it a fashion 
which can be seen in many maga- 
zines and publications to-day. 
What problems does it set the 
printer? 
It certainly takes more time 
in imposing and registering. 
Any imperfections in posi- 
tioning eventually shows up in 
the folding and whether by 
hand or machine the accuracy 
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make your name a NAME 


Make your reputation with the people who know taste and 
quality when they see it—who look to House & Garden for the 
names of today's leaders The readers of House & Garden 
are the first to recognize the value of a good name. 
This active and intluential market accepts what 
House & Garden says, buys from its pages with 
confidence, sets the standard for thousands of others. 
Net sale exceeds 30,000 per issue 


es 


House & Garden 


The Conde Nast Publications, Ltd. 37 Golden Square, W.! 
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—AND WHY Is IT 
SO IMPORTANT 
TO YOU? .- 


He is directing a film, and 

has been chosen because his 

training and creative ability 

make him the best man for 

this production. That’s im- 

portant to you because it is typical of the working of the 
Film Producers Guild, which is a team of specialised film 
men. Behind their technical skill lies an understanding of 
Industry—your Industry. It could be a film which would 
correctly present your public-relations policy, put over your 
sales points or explain your manufacturing processes—made 
by the director best able to interpret your message. 

Write for our illustrated brochure—or, better still, why not 
have a talk with our Secretary? He’ll be able to tell you all 
about the role played by the Film Producers Guild in 
modern advertising. 


Guild House « Upper St. Martin’s Lane « London W.C.2 - Tel: TEMple Bar 5420 
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How To Design For The Machi 


demanded by this form of 
design cannot easily be at- 
tained. 

There is the problem of 
colour. Two parts of an illus- 
tration spread across a double 
spread may be on two different 
formes printed on two different 
machines. A slight variation in 
colour becomes obvious. 


Of course these problems are 
not unsurmountable as this par- 
ticular job so well demonstrates. 
but they do set a standard of pre- 
cision which takes time and if 


speed is the aim of the designer 
this form of design is best 
avoided. 

Solid. Tints. 

Another effective design device 
that can create machining prob- 
lems is the use of solids. Again 
this Festival publication shows its 
use (illustration C). 

It almost inevitably reduces 
the speed at which the job can 
run. 

In a relatively small job the 


Turn to page’ 150 


(d) A job apparently designed for production. 


No bled-off illustra- 


tions, no blocks in the gutter and no solids. (“South Bank Exhibition 
Guide”). 


Orchestral 
PHILRARMONIC SYMPHONY ORCHESTRA 
OF NEW YORE 
Exchawre 


ALLE ORCHESTRA 
Comberrer 918 10mm BABBIBOLt® 
Selo GaTeLans reenies 
LONDON PHILHARMONIC ORCHESTRA 
‘88 20 BteF BeuLT 
Sclemts 1B s BLEW DEL LOR CowntENe 
SCOTTISH NATIONAL ORCHESTRA 
Comtecter: wat one 
Sabet Cloces ee 
BBC SCOTTISH ORCHESTRA 
‘ 
Sele vier 
NATIONAL YOUTH ©} 
GREAT BRITAIN 
Coast Conductor PAL TEs SURSEIND 
Nee eee at 
‘ 


ESTRA OF 


BOYD NEEL ORCHESTRA 
Combervor 


caw 


Cader the patronage of Theis Majesties the King and Queea 
INTERNATIONAL 
FESTIVAL OF MUSIC and DRAMA 
EDINBURGH 1951 


The Festival will be opened with @ Service of Praise and Thankagiving 
in St Giles’ Cathedral on Sunday, Augus [9 


4“ 4% 
» 


Chamber Looceris 
LONDON MOZART PLAYERS 
Comberven ac 


My NORBERT BRatnen 


Solos of 
1. nee ae ecmroLoF 


NEDERLANDS 


AMADEUS STRING QUARTET 
CHILLER STRING QUARTET wih wes sess 
NEW ITALIAN QUARTET 
SCOTTISH CONCERTS 
Pramolorte Recnale 


STEEL BAeTL ETT aad Bae SOSERTSON 


EIN PRAMCESCATT!. ROBERT CatsDEous 
ee with SOUNO wWaLtee 
with Craste woo! 

wih © 


rises wut resre 
ACK BABRELL with CEBCLD BORE 


Pandey BEVONL, WILEY cLdmenT 


| 
(e) Mechanical setting offers the typographer a range of seven alpha- 


bets in one setting. This folder for the Edinburgh Festival shows how 
effectively the typesetting machine can be used. 
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H: sits, benevolently stern, amid a hush of 
awestruck satellites. In the pale distance, type- 
writers and typists chatter busily. Office boys, 
though on tip-toe, manage to jingle secret tea 
cups. Secretaries weave a circle round him 
thrice, closing their eyes in holy dread. For 
surely he on honey dew hath fed... ? 

It is the time after lunch. It is the time when 
he chooses to indulge in his little habit of thinking 
big. It is the time, therefore, when he turns to 
The Economist to prime himself with the informa- 
tion that he needs for the masterly spending of 
a few more thousands of his own and the share- 


22 RYDER STREET .- 


LONDON 


ADVERTISER'S WEEKLY 


Tycoon 
at work 


holders’ money. What he sees advertised in The 
Economist (by his fellow tycoons) he will tend to 
believe in. And that is where the money will 
go. On chemicals, coke-ovens, a couple of 
factories, a batch of bridges. On a directorial 
Rolls or two. On lots of yachts. 

At 40 shillings a page a thousand, really it is 
an extravagance not to advertise in The Economist. 


The Economist 


the favourite periodical of 
Britain’s business and industrial leaders 


- $.W.1 + WHITEHALL 1511 
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Creative Craw fords 


Verbally, and above all visually, Crawfords 
as an organisation have in a quarter of a century 
In 
typesetting, in presentation, in the use of 


achieved new standards of creativeness. 


words, in art work and in technique they have 


sought far and wide for men of genius and 


talent who would advance and invent ‘ the 


creative advertising idea ’. 
But Crawfords have always had this in 


mind—that ‘creativeness’ extends far beyond 


the frontiers of the newspaper or poster area. 


Creative advertising gives birth to habits, 


tastes, fashions, ideas, education—among the 


millions. Therein lies the true creativeness 


of advertising and the foundations of immense 


businesses. 
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ER THE WORLD 


ie: «5 


Good mornings begin with Gillette 


L 4 
The examples shown on these two pages 
are naturally only a minute selection from the 
work which is currently produced by 
Crawfords for their eighty national and inter- 
national clients. 
The two top examples are of posters. The 


pore others are single advertisements taken from 
yor! 


ave 


newspaper campaigns embodying a continuous 
theme. The repetition of the theme is an 
important factor in creating a state of mind 
in the public which leads to a buying habit. 

Crawfords, though a complete and intensely 
complex international organisation, covering 
every field of advertising service, always give 
first place to the creative element. 


W. S. Crawford Ltd 
233 High Holborn, London WCr1 
Telephone : Holborn 4381 
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PRINT—How To Design For The Process 


Demand Of Each Process Only 
What It ‘Does Naturally’ 


By JOHN R. BIGGS, M.S.LA., A.T.D. 
Senior Assistant, Norwich School of Art; Author of An Approach to Type, 


MONG the first principles 

that a designer must act 
upon when designing anything, 
be it a plate, an aeroplane or a 
piece of printing, is the need to 
bear in mind: 


(a) the purpose for which the 
thing is intended; 

(b) the materials it is made 
of; 

(c) the tools it will be made 
with; 

(d) the process of manufac- 
ture. 

Without a knowledge and 
understanding of these things one 
cannot expect a thing to be well 
and truly made, nor be satisfying 
to look at, because part of the 
satisfaction of contemplating a 
work of art or craftsmanship is a 
recognition of the way the chal- 


Illustration and Reproduction, etc. 


A drawing made for reproduc- 
tion is not an end in itself. It 
must be judged on the quality 
of the print resulting from it. 
This will depend, not only on 
the artist’s powers of draughts- 
manship, but on the degree to 
which the quality of the process 
has been exploited. 


lenge of purpose is met in terms 
of tools, materials and methods 
of manufacture. 

The designer must have an ap- 
preciation of the unique quali- 
ties of each material and tool, and 
be sensitive to the influence the 
process has on those materials. 

We are considering printing 
processes, and the chief materials 


to be borne in mind are paper 
and ink. The full benefit of what 
is discussed in this article can only 
be obtained if it is understood 
that the paper, inking and press- 
work are appropriate to the job 
in hand. 

The processes under considera- 
tion in this context are (1) letter- 
press or relief, (2) intaglio, (3) 
planographic (litho) and (4) silk 
screen. 

In order to design properly for 
these processes it is necessary to 
appreciate the unique qualities of 
each, to accept the limitations of 
each process, and nor to try and 
make one process do what 
another process does more 
readily. In the words of the 
popular song from “Annie Get 
Your Gun” the designer should 
endeavour to demand of each 


JuLy 19, 1951 
process only what it “does natur- 
ally.” 


What are the desirable qualities 
to aim at in each of these four 
processes? 

While recognising that it is im- 
possible to define in words many 
qualities which are visual, not 
verbal, one can say, for example, 
that lithography is generally 
softer than letterpress printing. 
The tendency of letterpress is for 
the image to be slightly embossed 
into the paper. Good letterpress 
printers try to minimise the 

“bump,” but part of the beauty 
of well printed type is the “bite” 
into the paper which is lacking 
when type is printed by litho- 
graphy. The tendency to emboss 
is particularly noticeable when 
printing a line-block if a few 
isolated fine lines taper to nothing 
so that the line merges (it is 
hoped) imperceptibly into the 
white area. It is very difficult for 
the letterpress machine-minder to 
prevent the ends of the lines from 
silghtly denting the paper and 
therefore printing blacker than 
the artist intended. This is almost 
impossible to avoid if the isolated 
fine lines occur at the outer edge 
of the drawing and even worse, 
if the block should happen to 
come at the edge of a page which 
is on the outer edge of the forme 
when printing. The experienced 
artist drawing for mass produc- 

tion tries to avoid such things. 

On the other hand, because in 

lithography there is not this tend- 
ency to emboss, the drawing, 
which in letterpress might have 


a liliNTS. easy on the eye 


. easy to see, impossible to miss, 


a copy. 


The Autotype Company Limited, Brownlow Road, West Ealing, London, W.13. 


“AUTOTYPE 


as is this giant enlargement by 
Auutotype, of 50 square feet—just 
one of 10 similar giants displayed 
on the stand of the National Cash 
Register Company Ltd., at the 
Business Efficiency Exhibition. 
Every giant enlargement by - 
type faithfully reproduces the detail 
of the original photograph, clearly 
visible several yards away—making 
a most arresting, attractive and 
instructive display. 


1uto- 


Whether the job is measured in inches 
or feet Autotype will supply a perfect 
single copy or a run of them. “ Are you 
interested in giants?” is the title of a 
folder which goes into the matter more 
fully — we shall be pleased to send you 
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HINES! 


THEY SAVE YOU TIME AND 
MONEY! . . . BECAUSE :— 


+ Mechanisation saves the cost of Colour Blocks. 
. Mechanisation makes long runs possible. 


— ; 


. Mechanisation cuts *‘ make ready "’ costs. 
. Mechanisation means quicker deliveries. 


CO ) eee 


. Mechanisation ensures super quality work. 
. Mechanisation reduces prices. 


FOR THE QUICK AND COLOURFUL REPRODUCTION OF YOUR 
POINT-OF-SALE SHOWCARDS SALES AIDS AND WINDOW DISPLAYS 


RING 88 ACRE LN. 
BRI 787! LONDON 
4 Lines : S.W.2 
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Is your campaign 
( 


Bey 


... is it reaching 


everyday consumers? 


Reynolds News is read by a down-to-earth solid 
body of the buying public who believe in the paper 
they read and therefore believe in the advertise- 
ments that appear in its pages. 

Reynolds News merits a worthwhile place in 
your campaign. Contact us now about space and 
any other information you may require. Our 
telephone number is Terminus 6484, Pioneer House, 
Wicklow Street, London, W.C.|. 


F. James, Advertisement Manager 


REYNOLDS 
NEWS 


... on SUNDAY, the day of leisure when 
your message really gets home. 
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How To Design For The Process—continued 


abrupt hard edges where a light 
half-tone merges into the high- 
light, will probably print very suc- 
cessfully by photo-lithography. 

Photogravure tends to give a 
soft effect. At its best, with a 
flat-plate and a dust grain, it can 
produce remarkably fine repro- 
ductions of paintings and draw- 
ings. At its worst, printed from 
cylinders at high speed for cheap 
magazines or cheap _ publicity 
brochures. it can be muzzy and 
sentimental in its softness. 

The silk screen process is at its 
best when dealing with fairly 
large areas of flat colour. It is 
not appropriate for half-tones. 
Although coarse-screen half-tones 
can be printed, the result is still 
rather crude, The “inks” used 
for silk screen printing resemble 
the quality of poster paint which 
is usually opaque and matt in 
surface texture. This being so, it 
is possible for the silk screen pro- 
cess to give a very faithful re- 
production of a properly designed 
original executed in poster paint. 
Making a Drawing 

For Reproduction 

When making a drawing for re- 
production it must be remembered 
that the drawing is not an end in 
itself as a drawing made for 
exhibition ought to be. 

A drawing made for reproduc- 
tion must be judged on the 
quality of the print resulting from 
it and the quality of the print 
will depend not only on the 
artist’s powers of draughtsman- 
ship but on the degree to which 
the quality of the process has 
been exploited. This apprecia- 
tion can only be obtained by a 
careful and constant study of 
each process and by a comparison 
of similar designs in the three 
main processes of printing. 

Unfortunately, most books do 
not show the same original draw- 
ings side by side reproduced by 
the different processes, so that a 
fair comparison cannot be made. 
In my book Jilustration and Re- 
production the reader can com- 
pare line drawings, photographs 
(heavy and light subjects), a 
water-colour, an oil painting, 
printing types, etc., reproduced in 
letterpress, gravure, photo-litho 
and collotype, and can judge for 
himself which process is best for 
each kind of original. 

As any drawing made for re- 
production has to be photo- 
graphed, it must be executed on 
a paper that photographs well. 

Papers, to photograph well, 
need to be white, very white. 
This is irritating to many artists 
who, not unnaturally, like to 
work on a paper which is “off” 
white with a tendency towards a 
cream shade. A creamy coloured 
paper photographs darker than 
the tone value as it appears to the 
naked eye, so that, if the lines 
of the drawing made on such a 
paper are fine and close together, 
it may be impossible to make a 
clear sharp negative. If the paper 
tends to blue-white, there should 
be no difficulty owing to the fact 
that the ordinary wet-plate used 


by photo-engravers reproduces 
blue asa lighter tone than appears 
to the eye. A pale blue, in fact, 
photographs as if it were white. 
This phenomenon will have been 
observed by most amateur photo- 
graphers when their “snaps” of 
an intense blue sky turn out as 
plain white in the print. 

The surface of the white paper 
used may vary according to the 
effect desired by the artist. For 
example, he may wish to have 
broken tones and lines drawn 
with a starved brush—in which 
case, a rough texture is necessary 
in order to leave interstices of 
white between the inked portions 
made by the brush being dragged 
across the top of the tiny hillocks 
on the paper. 

For clean, sharp, line-work a 
smooth, almost shiny surface 
gives the best results. The well 
known Bristol Board is hard to 
better. It is smooth, white and 
does not readily roughen if an 
india-rubber has to be used. 
Smooth papers produce sharper, 
cleaner blocks largely because 
they are better reflecting surfaces 
and the quality of the negative 
and subsequent print depends on 
the efficiency with which light is 
reflected from the drawing 
through the lens of the camera to 
the sensitive plate. 


Pigments 

The ink or paint used is best 
if intensely black. This, also, is 
disturbing to artists not discip- 
lined to the requirements of pro- 
cess reproduction who find it 
pleasanter to use a colour which 
is “off” black, Here, a tendency 
to dark brown is not serious; in 
fact, for wash drawings intended 
for reproduction by half-tone, 
some photo-engravers prefer to 
work from a dark sepia drawing. 
This is owing to the fact that 
warm colours photograph dark 
(we have already noted that cool 
colour [blue] photographs light). 
Red, for example, may photo- 
graph almost as though it were 
black. 

Briefly then, the ideal drawing 
for reproduction by any photo- 
graphic process is one that is in 
very black ink on very white 
paper. There are exceptions, of 
course, and the skill of the block- 
maker can make remarkably good 
blocks from remarkably _in- 
appropriate originals; but the 
aim should always be the blackest 
of blacks on the whitest of whites. 


Size of Drawing 


The best size for a drawing will 
depend on what the drawing is 
for and the amount of detail in 
the drawing. 

Generally speaking, it is wise 
to make a drawing about one- 
third larger than the intended re- 
production. The advantages are: 

A sharper image can be made 
on the negative; 

Irregularities and blemishes 
are reduced and thus made less 
noticeable; 

A thinner line can be ob- 
tained than would be possible 
if drawing “same size”; 

Small detail can be: diawp 
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LARGEST DEMOCRACYP 


INDIA ! One in seven of the world’s population goes to make up her many races — now united 
as never before. Under India’s new democratic Constitution, they share equal opportunities ; 
in her bold industrial plans they see the promise of a still more prosperous community. It may not 
be realised how much of India’s needs for her great task of industrialization is being supplied by 
Britain. Over the last three years, her purchases here have averaged about £100 million per year. 
She will need far more — when industrialization brings the inevitably increased demand for 
consumer goods. 

Therefore the far-sighted British advertiser will maintain his position in the key markets of 
India . . . and most of all in the heart of India’s growing industrial power : the ‘ Amrita Area’ 
served by AMRITA BAZAR PATRIKA and JUGANTAR. 


BOmBay A 


SAY AREA , wy, 44% oF INDIA LIVES 
e 3 IN THE ‘AMRITA AREA’ 


(Shown in black on this map) 


W. Bengal, Uttar Pradesh (U.P.), Assam, Bihar and 
Orissa, make up India’s major selling area. It has 
the biggest population—the greatest concentration 
of industry including : 

Iron and Steel 

jute dies 

Engineering 

Paper 


Amvita Baza | Sn 


(Figures on basis of workers employed) 


S 4 | Here AMRITA BAZAR PATRIKA is the leading 
ra | ry ) raf English Daily. It is published simultaneously from 
both Calcutta and Allahabad and has the largest 


ENGLISH DAILY PUBLISHED SIMULTANEOUSLY AT CALCUTTA AND ALLAHABAD neta in the Ganges Valley ; it also covers 
as akistan. 


Here, too, the leading Indian-language Daily is 
J | | G A N | A R JUGANTAR in Bengali. High circulation and low 
@ rate per s.c.i. make JUGANTAR your soundest 
ae a medium for reaching over 60 million Bengali- 
Free specimen copy and all details from 


speaking people. 
LONDON MANAGER: T. PARAMESHWAR, 28 SOUTHAMPTON ST., STRAND, W.C.2. I 
TEL.: TEMPLE BAR 5873 
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ADVERTISER’S WEEKLY 


FOR ALL-THE-YEAR-ROUND 
APPEAL—TO FARMERS WITH 
300 ACRES OR MORE-— 
BUT ESPECIALLY AT 
SHOW TIME 


DAIRY SHOW 


NUMBER nov. 14 


Early Booking is advisable 


GRAHAME E. BISHOP, Advertisement Manager, 
Ingram House, 195-198 Strand, London, W.C.2. TEMple 5444 
Manchester Office: 55 Market Street. Tel. Blackfriars 4109 


| How To Design For The Process—continued 
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more accurately and conveni- 

ently. 

For example, if in the drawing 
for a label, tiny lettering were 
required, it would be impossible 
to get much shape into the letters 
if they were drawn the same size 
as the intended reproduction. 
But if the drawing were made 
considerably larger the lettering 
could be drawn with ease. The 
same applies to any drawing 
which involves small detail. In 
order to draw very intricate detail 
it may be desirable to make the 
drawing twice, three times or 
even four times as large as the 
reproduction. 

On the other hand, where a 
subtle relationship is required be- 
tween the reproduction and the 
type, it is wise to draw either 
“same size” or only a little larger 
than the reproduced size. It is 
very difficult to judge exactly the 
effect that reduction will have on 
a drawing. An artist tends to 
make his drawing “look right” at 
the size he is drawing it. Reduc- 
tion can ruin some drawings. 

The foregoing remarks apply 
to drawing for letterpress, litho 


or gravure in line. Where “con- 
tinuous tone” is required in a 
wash drawing or a photograph, 
strong contrasts are desirable. 
That is to say, there should be 
a carefully designed bold pattern 
in the high-lights and an equally 
bold distribution of well defined 
dark shapes. It is no use relying 
on a subtle range of greys as these 
will be levelled out in the many 
Stages between drawing and print. 
Think for a moment of the num- 
ber of stages where loss is likely 
to occur in making a half-tone 
block. First when the negative 
is made; second, when it is 
printed down on to the metal 
plate; third, when it is etched; 
fourth, when it is printed. It is 
evident then that for the design 
to survive these four ordeals it 
must have its white shapes and 
dark shapes carefully drawn and 
boldly arranged so that the pic- 
ture “reads” well even without 
many half-tones. 

Strong contrasts are particularly 
desirable if the drawing is to be 
reproduced by photo-lithography, 
and the same is true of photo- 
gravure. 


HOW TO DESIGN FOR THE MACHINE 


introduction of solids into the 
design may demand a larger 
machine to give the inking 
power. 

It may create the problem of 
drying which still remains in 
spite of the great advance in 
the properties of printing inks. 

The introduction of many 
large solid tints in a job some- 
times creates a “ghost” effect 
where the inking of one tint 
block affects the amount of ink 
carried t> the next tint in line. 

There is the problem created 
by a solid tint being adjacent 
to a fine line or half-tone 
illustration where it is difficult 
to get the result the designer 
intended without under-inking 
one and over-inking the other. 


Working Si 
The standard sizes of paper 
are well known but the amount 
of room required for grippers and 
particularly for bled-off illustra- 
tions is often not appreciated. 
The working size of the job 
is something to be considered 
at the outset and certainly 
before the blocks are ordered. 

This is perhaps elementary but 

it is surprising how often it is 

ignored. 

An interesting contrast to the 
Festival job referred to earlier is 
another Festival job, Guide to the 
South Bank Exhibition (illustra- 
tion D). Again a two-colour job 
of similar size but with no bled- 
off illustrations, no blocks in the 
gutter and no solids. A job ap- 
parently designed for production. 
True, the result is not nearly so 
lively but the one is designed for 
effect and the other is functional. 
They are both designed for the 
machine. The one demonstrates 
the versatility and performance 


(Continued from page 142) 


of the machine and the operative, 
the other places less restrictions 
on the speed of the machine. 

Both are desirable but let the 
designer realise which he is aim- 
ing for. 


Mechanical Setting 


Designing for the machine is 
also applicable to typesetting. 
For instance mechanical setting 
offers the typographer a range of 
seven alphabets in one setting. 
The Edinburgh Festival Folder 
(illustration E) shows how effec- 
tively the typesetting machine 
can be used. 

Again it is as well to remem- 
ber that this device was intro- 
duced to save time.  Indis- 
criminate use of these facilities 
defeats the object. Casting 
off becomes a laborious prob- 
lem—in some cases it would be 
easier to cast on to needles and 
knit it! 

The examples used to illus- 
trate this article have been chosen 
because they are typical of good 
printing design and available for 
anyone to study. They set the 
fashion but there is always the 
danger that those less competent 
will follow the fashion without 
knowing what problems their ver- 
sion of these designs will create. 

The job of designing for the 
printing machine is one of detail 
but in its broadest sense it re- 
quires the designer to know the 
limitations and capacity of the 
machines. The print designer 
must not think only in terms of 
copy, drawings and _ artists’ 
colours, but type, blocks, ink and 
paper. We must design printing 
and not simply design and leave 
the printer the whole problem of 
interpreting his work. 


| ee 150 a ! 
a eo ee | ip derejy¥ ang 
TOP GE 2 104 
: i Se Be | 3 
1] a | ‘. 
if ear ; 
&g is ih) oy es | 
. i Ma | 2 by, . 
|e Res 
| 
: | | , 
- 7 
tc eC 


STUDIO 
Lisa. 


Production 


WELWYN GARDEN CITY 
WELWYN GARDEN 850 


Library 2, Be 
30 FLEET STREET oe 


CENTRAL 7640 


SPECIAL 
COMMISSIONS 
EXECUTED 


he Studio is also 
ae situated for 
location work. 


; } a ae veel a ae ‘ak a ee oP, aa tS a ae 
i ieey : oie . Bins: > ‘1 + et 2, 7 Eee ee ‘ 2 a ero ea . bes, ai ek 4 Lee = 
a a — a — Be . 
j a ee. “ - «+, Ean a 
es co  , , = = ; ~ s 4 
; a -% re ™ . a ) i 
7 * ee en : F Pi ; i 
= a «A a . eer. a Ge : ' » a 
\ a ‘ . ~ -e 4 , i "A! 
\ | as 1 Weve: ° 
‘ , i? _ f ae | és rs 
A 4 rm ‘ae wi xO ee Xr 
‘a sit < neo “ye 4 f . . a \ ’ Ry, ; ee ae , x . 
The “*hS Rel: es SPB eae ie ” 
$ 4 =, eae ; cores Pa 
4 ve Sab ad “tae of 
: LIBRAny : 
a for all A R Y he 3 
‘ e Purposes in : | 
Fleet Street ' — 
; we > ; ' 
‘ion 
t } a ul 
a 
a a 
. * 
4 “'y J 
. 4 7 , >» ; 
rd * a. e : 
j 4 i x 2. 
' ’ q cE 2 on . ad Sa al 
#) . > ‘ea a, i= "a ‘ 7 s 
> , ; Be ws as : 
a ee ee fa 
Ps . vy 4: 4 te s i 
aig all ” ae . 2 
‘ # 4 ar. : he y 
| SLs  —_— 
.* ra * ‘ 1% * % 4 } 
: = Ye zis f w “ Ts : et pee 7 i 
ipa ¢ Ri oF Rp : ct” ier leg, ‘ ; + i | 
Ee wos, waere : _ - rey ese a on . 
7} ; 7 ~ yy th ‘ “eg ‘ : f : ) 
+. . : “ re ae . - cY ; her | 
BS al * ‘ ff 7a i : | ES ie - 
a. ied > : - c. us . es a . Sa ea 7 
e } P oe , S: J "a 4 '? o: ah : — , ¢ - Bap be 
£. ' Ve ; acy ra mE ge i ee ae } 
| a Fe ‘ — : Fe, 2 Bg . >. 9 Wee * 
ns | (le, Si ££ a i | | | 
Pe ; hee " .* vo ax ie ca 4 B j y 3 val +: cy : ’ 
Beets hen by . S ‘ » oe be P? - a a5 : 
“ie a 2 ~* e Oe etm | r : af Be st 
a eo  ° —— ; . Fe aes ie: aaa 
oe OE yy ef > eg 
5 OS Me © 7 oe = 7 . 4  — : 
Se Yi a ns. sf j . . —" 2 ; a ‘ 
he - # Riles . oo ye i ae s id a oS” san, Bi + 
rf a ils ale ot is < ‘ a? e Ce 
: ea | ¥ ae - s r 
if q * - a {~~ ls . : ; ea a 
~* wee ae Ber ee ‘ z j 5 
: eh aires EN, ty a, . ca hel : ™ ‘. 
. : i pe ES a, f . A. - coi ‘a a a ( 
4 4 : et teas, iy Peet -: Gb /. p 
Ss > Lae. ed hee eC oe -_. ‘ies 
cafe et OS ~ y —_— © - i : 
~ es 2 <4 Se ie ia 
- : P ae & . 3 ae ‘ rr —. 
? , a ey Se ee 4 eo ee | a : 
aD s > Fai oak : ; cS eo ae ; eS ' 
. Z ite. —, aon £ Ps ot ; i : ' 
— ae, ; ie = —— 7 fe Ps 
bb = a oo Pf x i. pay ’ < fe "Wee - * i. ; 4 
eS < om i es " . ‘oe, : x Ss z 
omy soa eid “STN : _— : 
» S be sh Pa, - Py ‘ye R a at Sf ” 
SS Cw WP. “es ¥ 3 a ES 
rs 


FCONTEY 


= ee is 
i ~~ EE : ee 
Pr ; ‘ SN : 4 / ; er . — i hl - pm gies Aenea r : — 5 ae. : ee 7 7% / ra : 
ser ar io Ness AA * con : “se. SEN veges Bed Rey Pra ree § a 
i ij * o:} ee =>.) Jin J as - 4 mn oR : ™ % _ oper ‘ | Hh bes ae 
as IN ecco > ee . eet r 
ay eS a . . ‘ Ls > me | aE * 1 # q Po : 
at it 3 : a ne mt fl ‘ ’ i i 4 ; ‘ f 
y: t Aad a eee Bike po rae» WOxe | Wide 
: ORES) oo The SOAR eT i 
ae “ (2 shoes eh’ j on ‘x Ryn SEN, wie ’ t ; a cs 4 
* eS | ERD oe ROSS od SR A : 
a ¥ ; a Hib oh? — bi sity yy Se foxy ra ~ ( 2 ¥ 1 ™ ii i) me a 
i » A Bae Ts bee ae M Se Soe : We ae 
ay : Pe % ) + a ss ~ ed pie vs ri ~~ : A | ‘ a i, its : 
a ft ; * : 3 ee i) a RN ~*~ - hy tee > as : Ac Fe By i ; Ba: & ied 
a cy ~*~ y & 7 V is Se - bat P Sion th | Seer, a” y > ei p tira t : $4) 
De P 4 i oz. \ E epi ; oY ba 43 rif e™ e E Vs | : ‘De » gi4 § ie a id 
he aX a) GON: Sie Bae 1 ell Bd Sink SEY ) @ ar Cherie 
a oP. wae, < Le ves Ws) 8 ae Of ee ee oe 
a a Fk ae cP \ Sat Re igor AP Ry a | ide 4 A Dap eee & een ; 
: p4% wah y +5 ct as ray a a Oe ate ‘ “a ig YF j 
; ; $ iad \ ik IX & a da A Omer fi eae ed) is A é 
. Dy ONG Se 2 sik eee : 
; Bi oe) mh the f ae = — Ve 3 ie |e aed : Ss ; 
7 e os See es He Ng ee ee " ay | 
‘. Ns ‘ nh ge ec ee «Wale 6 eS OE eee FeO te : 
% >* cr id Te es 8 ae et, Sele Ee iad SaaS BS rs 
= Ee 2ha fe : Sak i i “CER ae wy a ay A ‘, ae 
r. Bn ree A Fe “ap gf at 2 % \s : Se pif? \4 * el oy fe | 
oe " Re. Se at Ag ud é Sea Si ; RB esr te 
¢ | N \. Se 7 “ at re " ‘ ; ra Pe i 2 XN * % 7 \ j 4 ‘i on iF ta” 0 4 
ua PAS ’ - Bry Ss ia aay eat ; i ‘ 
4 an ie * is Ya ' ; tig ey. iy Ry Te. ‘4 f oo Phy 3 
x ra a mY ¥ } 24 . ee Ss, Ao ‘) Sera es| Fo Sey | i Tae, # 3 es 
ae Ne Orga {A (QRS AS hy SRE ere Tee , 
: pe i Te 44} : ny ; % wy ; bat yr ree Os oak ‘ i? ds te if Ra 7m 
a Pe ae Beet Yn OR ee AY ‘sf ¥A 7 LUA ae 3 
i re ; Ca é "hh , Ph A : ga ee 7 «' Wha & it OA Vi peas, Me ft ’ ; J 
Pe) Oo ». Mr ale fale he 755 at] n= ST a fo | 2 a 
Dee a eae, ACG ‘ eI at Oe " 
a tow: fea bap Seok, Re ee eee oe | 
: eG Maree et: 6 SRR Sao (LS) 5 Saat ne i = pe 
a 1 We Ud Up bw ae ag WANS OA RRR is ee 7 ie 7 
; } 4 ies. ; t ~~ ie EUs ce eee ’ hd 
: 7 ; £ ; : }. we iy gate. : a? . 4 
ts JC Nour wen i aS Huy: o Tore sete a 5 e aN oh oe 
rm : oe bad ¢ Sah RENE Ba By rn it oe dae? ) iy hg 
ae SR Nee ae RSE ws St. ees bee ‘SE SS. ae ps RSE ee SA J ~~ 
_ Oe |. Se ys nL eres Pell pase” >>) Bye a 
I ta) Me Aah Winnie pA a 6 se are I i 
ic ) me ; Fue ‘ ¥ J - Bewae, b . Soeee i ’ 
: MAG) ewe hl Ye <\ S7a\ ie : 2A0 | 
: SIVA ROD VOR, MEA TRIB. SOREN on se SD . 
‘ iy oe eS A fies a ia ear ae Le ai oo Saber gine St 
we Walesa Wy NS (Ne, Ne Be NO Bn a act on oe | 
¥ i — $4 * ry 4 Fike: MY A - * i rap pe phic } > a : 
a Ngee. at LO ARB re, MON te. 
ie e ee < ) ts : niga ee f aN . . éf ; {3k ’ : Ie . is ee 7 he " ‘ ; is 
a 1 pS A bh 9 ‘nae af ph b pm ne wed 1a F apeg : 
: i ie D a cae t, “GS 4 A 5 fe eg rf, E 4 ; 
RB? PONE F ay re ps a 4 a ’ Pai } At a af ia ‘- e 
4 a aR bc! Jf 4 eke Wee oe Fs s We be Ob Eee eae sf 
: 4 : pf i } a * “ : (pe, rae had ce >) TS Par, ty ‘a 
; i i 2 ’ : vt \i Se f - i. ey tint res > - 
. DRY VS Fea. ant G7 ee NEF Vn eS . 
2 | ee Ba bei i eo i Fat SN LiMtea 2 e 
: ie a ae ~ of y 3 HY etaes : ‘ - * : y - eta 4 wt ; if : : ‘7 
BAe, oan PIG ie. ¥ 00 A ere Ney, € AN » € +31 Ny oy 
. : et <= ige ees Siig) ts ae AR ANG. SES) BAY L 
H ot DINE | tea} ee gh “A 1/94 \) \ ~~ A ai... . 
. 7 he te A ay ae af th ; at: yp \ “7, % GAR Ne i \ rt a ie 
" . ! Ba ; : * tis ' ay * are af aay NN ie iaechaed he oF OT 5° UE eA a ‘ 
- 2 re te , a ct: oy : 6 tag * iss) sxe i S . . ~ i Pe 
- ‘ as Cae. 8) is, \ Gaal ys ae Lt am ty Aa eae MAY am i ae i 
: at A “ pea AN Va Ad SP yy PR Ba Bah ce: i ie. 
La . \‘- % hs bei L eae Wis A bh fr : a f “4 i ,. aap ere i 3 - | 
a _ ' FS a ; qs : va ; . Lh ey f 7; Pe id {} ? =. “ yt : oN ae ee v4 Hu ‘gg! oa 4 ; 
a Tie eck diy FO 7 Bate fi ee ee HY fy aes, Saat ae 2) Rie eee. 
sah aay? > ! ‘ a: BY iba sete ipra hie eos > ine re <i ANS ay a i j 1 Nite : a $A aad be at hie 8 
% a ‘or 4 yy Be ihe St se a t H AA sy 2 ot a as .. Lee iy te 
; b y < ta Ao eee ub B.S) aS 4 Le es ae 4 ¥) ea. 2% ; : : 
2 | 


8E78 LN3D3Y : euOYydeFeaL §=61'M ‘NOGNO71 ‘ATTIGVIOId ‘091 
Susyaaopy ut saauoiijwsg pawsodioruy , Gili SGAOW ‘S ‘D 


DAOA 


[S61 JO uonuasuo) Suistsaapy jouoipusay] 
oy) 1D paligiyxa som puv “pry spdoy “§ *H fo ‘suisno) anyiip AG parse 
SDM jouniua ayy = “p4sowm payutid ays fo Asojsiy sivad OOS ut sandy podiourid ay! 
Bunoidap (,¢ X 4) YOO unmiasny ui join v fo uononposdos v 81 PAOGD ay] x 


*2IQISSOd Ud9Q SARY PINOM S]UdUWIDAITYIE aay] JO SUOU YSIYM JNOYWM SeapI JO IduRYySIA}UI pur 
peaids ay) inoge iYySnojq savy ‘asidsajua sis Aq ‘OY Ud dsPyi OF JINQIy Aed pynoys am 


EY) YS St “PppJOM dy} OF sJUaWDADIYOR JOY SuImoys st ule UdYM “IRIA |RANSI4 Sty? UT 


‘wsyeusnol svjndod usopow jo s990U0Id ‘ayTOYyWON pso7y pure *Aepo) sty 
UONNINSU! dy} OWI Sau ayZ OPBW OYM “]] Adq7BAA UYOS ae Wy) IssuUOWY “UO PIOWAWIWOS 
©} stuivypo yenba dary ‘saajasway) suajutd you YySNoYy) ‘oyM OO} UdW ale asoy) PUY “JEAd]_-YSIY 
quasaid $}i 0} UONNpoOJd puke UTISdP YOO JO Psepue)s JY) ISIRI OF YONW Os JUOP YSRa dsARY OYM 


“JID Iq pure soyyeay Asawiy sig ‘SOP, WRIA, 2YI] Ud BWIOD AJOJSIY JUIDOI DSW WOL{ 


*Aepo} asn ul saovy add} seyndod pur jnjnneag jsow oy) JO AUBW O} SOWRU JID9Y) UdAIS DARBY OYM 
“1UOpOY ‘d][IAJoyseg ‘puowviey ‘uNnue]g ‘saunjuad yg] pue YyIZ] “YIO] BY) Jo ssd}ULd Ja}seUI 
yea13 ay) sev osje aayY “BuNuUd ysysuq jo soy Vy ‘uo XeD wei’ pue ‘a[QIg oy) Jo JajULId 


IsIy pue add} JJQRAOW JO JOJUDAUI “BJaquaynyH soauuRyor ske Ud YONS ae dJdY PoIesISN|]] 


“pion pauiad agy fo ssaauord aq4 of angry 


MAM at, Stay i ar eed Co Ue oi a ae es ae tet > SRR — | ne 
a Qe 5 a hg £ wh Bed Bei eS * : E- ro a 
. , : Reg oe 4 : oS & 
es _ = pTLA ANTE CS CETEEEY Pi 
; ie. 4 
zy 
: F 
; t 
at 
ri a1 
% 
fF uv 
: a 
a “4 
® J 
he é 
ca i" 
- a a 
fs 
—— 
al 
cd 
= , 
(a «i 
4 ” 
ig s 
nati , ; 
roe ted 
. ie 5 
a 
2a - 
heat | : 
; a 
: : ~ 
re : : 
i ru 
i . — 
t af 
a | , 
ne ) q 
5 ar - qq 
tay 
4 Fy 
o p a . 
i ‘* 
: =— 
- 
A 
" 
rs 
; 
; 
% 
¥ 
% 


ADVERTISER'S WEEKLY 


PRINT—How To Design For The Material Used 


t functions of the designer 
are seldom clearly defined. 
In the final analysis it is he 
who gets blamed for any short- 
comings in the finished job, 
and who so seldom receives 
proper recognition of his 
mastery of the difficulties of 
production. But he does de- 
serve credit, for such mastery 
involves an almost encyclo- 
pedic knowledge of printing 
surfaces and processes, both old 
and new. 


It is a fact to be regretted that 
the post-war years have produced 
very little in the way of an ad- 
venturous approach to printing 
problems. With production 
schedules still overburdened, the 
hard-pressed printer naturally 
tends to look askance at the pros- 
pect of undertaking the printing 
of any material with which he is 
not quite familiar. If the work is 
undertaken at all, the risk must 
be taken by the customer, and it 
is a great temptation to play safe. 

Current difficulties of another 
kind may help to alter this pic- 
ture. With familiar materials in 
short supply, the designer may be 
encouraged to explore other 
sources. Manufacturers of these 
new materials are usually very 
willing to co-operate in experi- 
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The Time To Experiment Is Long 
Before The Job Is Begun 


BY FREDERICK W. MACKENZIE 


Teacher of Printing, Authority on Screen Process, and Specialist Consultant on Industrial and 


mental work, and their technical 
staffs are usually keenly interested 
in new applications. 

It must be emphasised, how- 
ever, that the time to experiment 
is long before the job is started. 
How often is a promising project 
ruined by experiments taking 
place on actual production! The 
good designer should always have 
on file the results of printing trials 
on new materials so that sugges- 
tions he makes will be based on 
practical experience. 

Where the material is already 
specified the problems may not 
be quite so acute. 

With conventional materials 
such as art paper, imitation art, 
cartridge, or indeed almost any 
kind of paper, the answer should 
be clear enough, provided the 
designer has a working know- 
ledge of the reproduction pro- 
cesses. The technical staff of the 


Other Forms of Applied Printing. 


With some familar materials 
in short supply, the designer 
may be encouraged to explore 
other sources. The writer, 
having suggested means by 
which technical advice may be 
obtained, goes on to give brief 
practical hints on the printing 
and decoration of a number of 
materials, in the hope that 
these may be found helpful. 


supply house is there to advise, 
while printers’ travellers and 
technical representatives are 
usually most helpful. 
Conversely, unusual materials 
will present problems that may 
be beyond the scope and experi- 
ence of the designer, the printer 
or the supplier. In such a case, 
a most useful source of advice is 


the printing ink manufacturer, 
especially the manufacturer who 
claims to be able to supply ink 
for any specific purpose. In re- 
cent years the many new materials 
introduced have presented prob- 
lems to the ink manufacturer, and 
it is creditable to this industry 
that in most cases solutions have 
been found. Even in the now 
well-known case of Polythene, 
where the plastics engineer and 
chemist was called on to produce 
a material that would be com- 
pletely inert and unaffected by 
acids. alkalies, and the widest 
possible range of solvents, an 
answer to the problem of making 
ink adhere to the waxy surface 
has been solved by the ink tech- 
nologists working in collabora- 
tion with practical printers. 

The designer, therefore, has a 
number of people he can call on 
for advice, but how much more 


| 
Where Ambassadors are groomed for success 


Direct Mail’s role is not unlike that of 
the Ambassador. To succeed, its presence 
must be arresting and above reproach— 
its tenor human and convincing. 


We never forget this when creating, 


planning, 


producing and distributing 


Direct Mail for the Home and Overseas 


markets. 


Perhaps that is why we have been in 
the front rank for half a century, turning 
more prospects into customers for more 
and more clients each year. 


Our booklet, ‘The Direct Approach’, 


will tell you all about us. 


copy today. 


Send for a 


CHADWICK-LATZ LIMITED 


PUBLICITY HOUSE - 


U.S.A. 


FRANCE 


DYOTT STREET 


* LONDON W.C.I 


Hugh Bourne, Managing Director 


BELGIUM 


HOLLAND 


SWITZERLAND 


* TEMple Bar 2641 


ITALY 


oe: Oe, uM : a _ =e | eae 4 Ue Ge — - : hae = bib ae ee | ae ae eis 
; ee aad sense Tee 38 7g 
{ —_ | : 
| eS ta 
‘ ee 
a ee : 
a 
zs _ | 
| 
- ‘ 
A [ 
-e ry 
2. ee 
R i 3 
fe 
— : _ 
oe 5 PO TAO! : 
2 | y N R ee 
Ce | lg = : 
all : ye \ ~ ee eee : 
m b ee ee x 
g 3) 7) = 
; re . 
; ) PO | 
; : Pe 
a 5 2 : 
ae — 
i ee 
rd 
mi: j - ' 


Juty 19, 1951 


The Irish Times 


QUALITY CIRCULATION 


HE readership of The Irish Times is mainly 

composed of Ireland’s most influential citizens. 
They include men and women who occupy 
executive positions in industry and commerce, 
professional people, landowners, agriculturalists 
and public officials. 
Collectively they represent such a large annual 
spending power that space buyers give The Irish 
Times first place in Irish advertising campaigns 
which require a quality circulation to sell quality 
goods and services. 


Che Drish Cimes 


Publishers of 
TIMES PICTORIAL IRISH FIELD 
IRISH REVIEW AND ANNUAL 


Head Office: WESTMORELAND STREET, DUBLIN 
Branches at CORK, LIMERICK, BELFAST, GLASGOW 
London Office: 59 FLEET STREET, E.C.4 


London Advertisement Manager: MR. A. BROWN 


Shrewd 

planning often 

demands the advice 

of top-flight specialists. 

Our counsel on photographic problems before the 
sales battle is joined may give you a tremendous 
advantage. 


Photography is moving—fast. In 


the enchantment of colour or the keen vigour 


of black and white, our brilliant group of 


experts using the latest apparatus contrive to 
capture and add lustre to what is wanted. Here 
is the helping hand of an incomparable service ! 


Reach out and grasp it! 


Lhe 


NICKELO]D 
Stilio 


3 WEST STREET, LONDON, W.C.2 
Telephone : Temple Bar 0361 
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SPHERE 


Send for a copy of THE SPHERE from your file, 
(or we will gladly send you one on application) when 
we believe you will be impressed by the mastetfully- 
presented editorial, keeping company with many 
pages of announcements by leading advertisers. 

For all categories of quality goods THE SPHERE 
offers opportunity, absolutely without waste, to 


approach an immense readership among people— 


men and women—who have the means and 


discrimination to buy only those geods which are 
of outstanding merit. 
If yours is a quality product or service make sure 
your announcements are in THE SPHERE... 
where your investment is economical and SAFE... . 
where readers have both INCOME and CAPITAL. 
Our superb full four-colour is heavily booked, and 
for many issues is fully booked. But, please let us 
have your enquiries so that we may see if it is 
possible to accommodate your particular needs. 


The paper position is difficult ; please give us as 
much notice as possible. 


SPHERE READERSHIP : 
REPRESENTS PURCHASING POWER 
FRANK J. DUNN, Advertisement Manager, 


Ingram House, 195-198 Strand, London, W.C.2. TEMple 5444 
Manchester Office: 55 Market Street. Tel. Blackfriars 4109 


How To Design For The 


Material Used—continued 
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Two examples of silk-screen printing on unusual materials. Left: 
corrugated cardboard, printed in black and green, with small type in 


red. Right: Sandpaper, 


printed in four colours. 


Both by 


Selecta Sataljen, Stockholm. 


satisfactory to be well enough in- 
formed to tackle problems at the 
planning stage. To be in this 
position, the designer must main- 
tain an up-to-date check on ink 
and print technology generally. 
The finest possible source of 
material for this purpose is the 
series of abstracts published by 
the Printing and Allied Trades 
Research Association. 

It may be trite to observe that 
one of the best ways of gaining 
experience is by learning from 
your own or other people's 
mistakes. 

An _ up-to-the-minute file of 
printed material is invaluable to 
the designer, provided it is 
properly indexed and cross-filed. 
Apart from good examples, a 
“Chamber of Horrors” may pro- 
vide negative but none the less 
valuable guidance on what to 
avoid, especially if there is a 
reasoned analysis of causes of 
failure. 

If the material specified is not 
suitable for printing by any of 
the usual printing processes, the 
facts must be reported upon im- 
mediately, and permission re- 
ceived to proceed with exploratory 
work to find a suitable printing 
medium. The limitations of the 
well-known processes will be self- 
evident, so that it remains to 
check on the possibilities of what 
are described in Patra Abstracts 
as “miscellanous processes.” Of 
these, the silk-screen process is 
rapidly becoming the most im- 
portant, especially in its applica- 
tion to the printing of unusual 
surfaces, but the long established 
methods, such as roll-leaf stamp- 
ing and even air-brush spraying 
should not be neglected. 

The following brief practical 
hints on the printing and decora- 
tion of various materials may be 
found helpful to designers. 


Paper 

The designer should take pains 
to relate his design to the type of 
paper and process specified. The 
typographic possibilities of any 
particular type of paper may be 


gauged from specimen books, in- 
serts in trade magazines, cata- 
logues, etc. The advice of the 
printer should be sought at the 
earliest opportunity. He may in- 
dicate that certain types will not 
print satisfactorily or suggest 
that founder's type should be used 
instead of monotype’ metal. 
especially if a reasonably long 
run is required on “punishing” 
paper. The unwery designer may 
cause both the printer and him- 
self a lot of trouble when ventur- 
ing into new processes or papers 
other than those to which he has 
been accustomed. 

Large areas of solid colours or 
tints in letterpress can be best 
accomplished by means of cut 
rubber or synthetic rubber blocks, 
trade houses being in a position 
to supply at prices which are 
quite competitive with zinc 
blocks. The light impression 
required with the rubber block 
gives less squash on the edges and 
is less inclined to mottle. Matt 
finishes can also be obtained by 
use of special matt-oil inks or 
water-base inks. 

Cover papers have such a wide 
range of surfaces that it is im- 
possible to make any adequate 
comment but, in general, designs 
are most effective when printed 
on self-coloured stock, thus 
economising in at least one 
printing but probably introducing 
difficulties in regard to the cover 
or hiding power of the ink, when 
printing by letterpress or litho- 
graphy. Roll-leaf stamping or 
silk-screen process can often be 
utilised under these circum- 
stances. 


Aluminium 

Offset lithography is used for 
packaging, displays and show- 
cards. Screen process is used for 
display pieces and showcards. 


Board 

Of the many types of showcard 
board previously available few 
are now economically possible 
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li’s cheaper 


by Kodatrace 


Kodatrace 


Siik 
screen 


negatives Colour 


separation 


Kodatrace, the modern plastic 
tracing film, is one of the 

most versatile of all studio aids. 

It is a real time and money 

saver in a host of ways—for colour 
line separations, superimposed 
lettering, line negatives, 

line drawings for photographs 


etc.—and is without equal for silk 
screen negatives and intricate 
overlays for retouching. 

Kodatrace has high dimensional 
stability, is extremely transparent, 
tough, impervious to water and 

is practically indestructible. 

It takes pen, pencil, crayon, etc. 
Line with equal ease. Erasures can be 
negatives made without damage to the surface. 


Retouching 


Line drawings 


from photographs 


THE MODERN TRACING FILM 


Supplied in 30° and 40°’ widths in rolls of 20 yards and half rolls of 10 yards. 


Sole Distributors : H.C.SComn 


CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2. Telephone: HOL 6086 


POSTAL PUBLICITY ..... 


“All work and no play—’’. You know 
the tag.FAnyway, our staff needs a break, 
so we shall be 


ON HOLIDAY 
28th July to August 6th 


inclusive 


and our office and works will be closed. 
We shall be back, full of beans, on 
August 7th. 


See you later! 


82/84 PECKHAM RYE, S.E.15 - TEL.: NEW CROSS 5541 
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en 
rete 


are you apa 


For all we know, Z there may be some very 
good reason why you want your name kept out of the 
way. On the other hand, many people have taken our advice 
about ‘signature’ papers with good effect. For them we have 
designed and printed individual box papers, carrying their 
name, their monogram or some special device. Symbols that 
provide your faith in the goods you have to sell and thus 
inspire distributors to handle them with confidence and, 
equally important, provide brand recognition to the ultimate 
buyer. 

The cost is not high, and reprints come very reasonably 
because the cost of the blocks is covered in the initial order. 


SANDERSON 


make 


‘Signature’ papers 


BERNERS STREET, LONDON, W.1! 
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A COMBINED NET SALE 
OF OVER 413,000 COPIES 
PER DAY IN COUNTY DURHAM 
MEANS THAT APPROXIMATELY 


339,000 


POTENTIAL CUSTOMERS 
CAN BE REACHED 
BY A SINGLE 
ADVERTISEMENT 
NTH: 


SUNDERLAND ECHO 
NORTHERN DAILY MAIL 


W. HARTLEPOOL 


These newspapers pull well individually. How 
much more when both are used TOGETHER 


LONDON OFFICE : 85 FLEET STREET, E.C.4 Telephone: CENtral 2845 
MEMBERS OF AUDIT BUREAU OF CIRCULATIONS SINCE 1932 


world-wide advertising for 


the engineering industry 


6, CAVENDISH PLACE, REGENT ST., LONDON, W.! 
LANgham 4204 (5 lines) 


How To Design For The 
Material Used—continued 


for the usual run of advertising. 
Lined strawboard is especially 
suitable for screen process print- 
ing. Made-up showcards can be 
screened. 

Paste-boards have good resist- 
ance to warping and are suitable 
for direct printing by screen pro- 
cess or for showcard finishing of 
lithographed sheets. In_letter- 
press, platen printing with hand 
hand feeding is usual. 


Bookbinders Cloths 

Special bookbinders blocks are 
required for letterpress printing. 
These are made from brass and 
are specially made to withstand 
the heavy pressure required on 
the cloth surface.  Roll-leaf 
stamping is generally used for the 
application of metallics and 
colour, but some development 
has been made with screen pro- 
cess in this. application. Screen 
processed colour can be used for 
hot embossing with blind dies. 


Cork 

Die stamping, letterpress and 
silk-screen are used. Screen 
process is cheaper and deposits a 
heavy weight of colour. 


Corrugated Cardboard 

Stencils can be used for air- 
brushing. With special make- 
ready the non-corrugated side can 
be screen printed. 


Glass 

Special techniques which have 
been evolved for the decoration 
of glass largely centre on screen 
processing, sand blasting and 
silvering. Etching is popular for 
domestic decoration but is rather 
expensive for publicity purposes. 


Metals 

Aluminium foil is usually 
decorated by rotary letterpress 
printing with special transparent 
inks. First cost is high and the 
method is applicable mainly to 
packaging. Ordinary letterpress 
printing is not very satisfactory 
but cut-rubber blocks give a 
better impression with special 
inks. Metallic foils can be 
screen-processed effectively for 
showcards and displays. Gravure 
printing is used for packaging 
purposes. Offset lithography is 
used for showcards. 


Thin films such as cellulose 
acetate, “Cellophane,” polythene, 
“Pliofilm,” etc., are printed by 
rotary gravure or surface roller 
process. Thicker films of the 
vinyl plastics are printed by 
gravure or screen process. “Pers- 
pex” is best printed by screen 
process and roll-leaf stamping. 
Thick films of cellulose acetate 
can be printed by letterpress, 
gravure, offset lithography, screen 
process and roll-leaf stamping. 


Sign Cloth 

Offset lithography, screen pro- 
cess and letterpress (from wood 
type or rubber blocks). Results 
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durable 


are more 
process. 


Parchment 

Offset lithography, letterpress 
and screen process are used. 
Tinplate 

Offset lithograph is used for 
packaging, special showcards, etc., 
and screen process for showcards, 
displays and outdoor signs, in 
cellulose, synthetic, or vitreous 
enamel colours. 


Transfers 

Lithographic, letterpress and 
screen processed transfers may 
be applied to all manner of sur- 
faces and are therefore suitable 
for purposes where the gum and 
printed film bond is sufficient to 
maintain adhesion. 


. . 

Three Dimensional 

Two examples of how a strik- 
ing three-dimensional effect can 
be obtained with small cut-out 
showcards. The Alabastine one, 
which uses fluorescent ink, was 
sent out with a leaflet explaining 
to dealers how to get most life 
from the ink and how to get a 
new card when this one fades. 


by screen 
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AN IMPORTANT 


PUBLISHING EVENT! 


Scheduled for December,— 10,000 copies of this 
authoritative and comprehensive Reference Book 


Essential facts covering a vast 
range of interests—more than 
200 Sections devoted to careers 
in specific branches of Industry, 


Apart from the puiling-power of 
a medium that features selected 
advertisements as an important 
part of the text (there will be a 


Commerce, the Professions, 
etc. Ejghteen months research, 
with the co-operation of 
professional societies, leading 
industrial organisations and the right impression with the 
educationalists have made it right people—Education Author- 

ssible to gather all this in- ities, Industrialists, Welfare 
ormation in one sturdy and Officers, Librarians, Parents and 
beautifully produced volume many other influential people 
which will be accepted as who will long remain your per- 
the standard work of refer- sonal representatives in a valu- 
ence, able market. 


We strongly advise early application 
for advertisement space 


Special Alphabetical and Classi- 
fied Index of Advertisements) an 
announcement in CAREERS 
ENCYCLOPADIA will create 


AVON PRESS LTD. 


saat v HOUSE, 356 OXFORD STREET 
Avon Pressjitd. is a subsidiary of Cleaver-Hume Press Ltd., 


NDON, W.! (MAYfair 0817) 
tales! end of Se | blishers 


HAVE YOU TRIED C heme eo P-- ? 


THE 


(BARNET) LIMITED 
167 HIGH STREET - BARNET - HERTS. 
TEL.: BAR. 3222 
May we put our experience at your disposal 
Specialists in Display and Design 


PRINT THAT GIVES 
SUCH A PLEASING AND 


OUTSTANDING RESULT 


Fat /) Lf? / 
at Co - 
ON 


PAPER and BOARD 
TRANSFERS 
GLASS and METAL 
PLASTICS 


Actual Manufacturers of 
DISPLAY UNITS, SALES AIDS, SIGNS, 
STANDS IN ALL METALS 7 : 
INCLUDING WROUGHT IRON, CG #, ae ) 
TIN BOX MAKING. Mea, oh w& ” 1. 
154-156 FENCHURCH ST., LONDON, E.C.3 


TELEPHONE: MANSION HOUSE 2616, 2617, AND 2618 


Displays by Morey mean increased sales 
Our Aim: Quality combined with economy 
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Discriminating 


space-buyers 
specify B.E.T. 


for outdoor advertising 


BET 
—— 


advertising 
ITTOTTATTTTTTTTTTTTNTTTT NY 


The Advertising Department 
see B.Sc ts FESO CRA TESS £738. 
88 Kingsway, London, W.C.2. Telephone: Holborh 7888 
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ADVERTISER'S WEEKLY 


OUTDOOR ADVERTISING 


If Your Site Is Challenged: Don’t Just 
Knock It Down—Apply For 


N August 1, 1951, local 

planning authorities will 

have, for the first time, 
power to challenge outdoor 
advertisements generally. Let 
us consider some of the practi- 
cal problems that will arise. 

There has, of course, been 
some form of control over out- 
door advertising sites since 
August 1949. From that date, 
local planning authorities’ con- 
sent had to be obtained before a 
new site was erected. Now the 
control is being extended to, allow 
local authorities to challenge 
existing sites. 

There appears to be a miscon- 
ception in many people’s minds 
that this power of challenge is a 
power peremptorily to order the 
removal of any advertisement. It 
is not. It is a power to require 
a person displaying an advertise- 
ment to make an application 
within a stated time (not less than 
28 days) for express consent to 
continue the display. If that 
express consent is refused by the 
Local Planning Authority, there 


By H. G. 


Ellinger, 


Member of the Outdoor Advertising Industry Advisory 
Committee, and a director of Mills & Rockleys Ltd. 


is the usual right of appeal to 
the Ministry of Local Govern- 
ment and Planning. Only if that 
appeal is dismissed, or if no 
application for express consent 
is made in response to the notice, 
has the advertisement to be 
removed. 

The challenge notice may be 
served not only on the advertis- 
ing contractor but alternatively 
on the occupier of the premises 
or the advertiser. One notice 
may be served also in respect of 
all the advertisements on one site. 
This problem will clearly call for 
close co-operation between adver- 
tisers, advertising contractors and 
their landlords, if the interests of 
all concerned are to be properly 
looked aftef. 

The work of making applica- 
tions and conducting appeals will 
fall to the advertising contractor. 


Outdoor advertising, apart from its intrinsic value in the cycle of 


production and distribution, also d 


amenities. 


oes a good job in preserving 


Many bombed and derelict buildings, for instance, are 


shielded by tidy panels such as this one. 


It is hoped, therefore, that where 
such a contractor is responsible 
for a site, the planning authority 
will serve challenge notices on 
him—not on the advertiser or the 
landlord. 


Procedure Likely 
To Be Unsuitable 


The formal challenge pro- 
cedure is likely to prove 4 very 
unsuitable means of dealing with 
the many cases likely to arise 
where it is not removal of the 
sites which js wanted, but altera- 
tion. The formal procedure un- 
fortunately does not make any 
provision for disclosure by the 
planning authorities of the nature 
of objection, and if these casef 
are not to involve a vast waste of 


,time by all parties, some informal 


negotiations will surely have to 
precede the challenge. 

Advertising contractors and 
owners of sites will also want to 
keep’ in mind that there are 
provisions for compensation in 
connection with challenge. The 
cost of actual removal of adver- 
tisemeénts, as a result of challenge, 
can generally be claimed as can 
also the cost of any necessary 
consequential work on the land. 
One can envisage cases where this 
latter claim may be a sudstantial 
item, as for instance where an 
advertisement which has to be 
removed forms an essentia] fence 
to the fand and the fence has to 
be replaced. Owners of sites on 
which there are advertisements 
may also be able to get compen- 
sation for the depreciation in the 
value of. their land in conse- 
quence of the removal of those 
advertisements. 


Best To 
Talk It Over 


There are bound to be many 
novel problems that will arise in 


Consent 


Into Battle 


The Outdoor Advertising 
Industry Advisory Com- 
mittee has been fighting 
the planners for nearly 
two years. During that 
time members have had 
contact with Ministers as 
they came and went, civil 
servants, local planning 
authorities, etc. All the 
time they were persuading 
the non-believers of the 
value of advertising—par- 
ticularly outdoor advertis- 
ing—in our national life. 
The first stage’of their bat- 
tle is nearly ended. On 
August 1, local authorities 
will be able to challenge 
existing advertising sites; 
the number and reasona- 
bleness of these challenges 
will be a_ yardstick 
with which to measure the 
Committee’s success so far. 
Meanwhile the fight goes 
on. 0.A.LA.C. are com- 
mitted to oppose every 
challenge. They will need 
help and the confidence of 
advertisers and agents. A 
member of the Committee 
here discusses some of the 
problems that may arise. 


practice which can best be solved 
by the closest co-operation by all 
concerned. The Outdoor Adver- 
tising Industry Advisory Com- 
mittee, 48 Russell Square, W.C.1, 
exists for this purpose; it is 
representative of all the interests 
concerned with outdoor advertis- 
ing of all forms and is recognised 
by both the Ministry and Local 
Authorities as the representative 
body of the trade on outdoor 
advertising. 
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STRATEGIC 
POSITION 


re 
a 


When planning your campaign, keep National Solus Sites in mind. Every 
town of importance in England and Wales has National Solus Sites, standing alone 
in commanding positions on busy streets. A poster on a National Solus Site 


is permanently in the public eye, doing a better selling job at a lower cost. - 


NATIONAL SOLUS SITES LIMITED 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD 


56/60 STRAND, LONDON, W.C.2 + TELEPHONE -: TRAFALGAR 4922-3-4 
Directors: 7. A. AULAM (Managing Director) . Ss. E. CARTER . P. W. FELTON . R. H. LAWSON 
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OUTDOOR ADVERTISIN 


The Things That Minister Does! 


Mostly, he turns down, under the 
advertisenient regulations, appeals 
which, the outdoor advertising 
industry feels, he might well have 
allowed. Most of these appeals 
depend on the undefinable concepts 
of “amenity” and “local character- 
istics.” Because it is not possible to 
define these terms accurately, the 
decisions in nearly all appeal cases 
must in the final analysis be matters 
of opinion. Here are five examples 
of instances where, “the Minister 
was of the opinion” that displays 
are either “harmful to amenity” or 
“out of keeping with the character- 
istics of the locality.” 


1. Permission was refused for the display of advertisements 
because it was considered that this would be inconsistent with the 
general characteristics of the locality. The Minister, supporting this 
view, dismissed the appeal. 

Mills & Rockleys Ltd. Site: Church Hall, Stanwick. Authority: 
Northants County Council. 


2. Permission was refused for the proposed display of two 
panels on the fence enclosing the garden of a house adjacent to a 
road which was the main Leatherhead-Kingston road but which is 
now a cul-de-sac. The advertisements would have been visible from 
dwelling houses in an area which is mainly residential and which 
already contains a considerable amount of advertising matter. Reason 
given for refusal was that the advertisement would prejudice amenity. 
The Minister dismissed the appeal. 

Alexander Scotts Ltd. Site: 157 Kingston Read, Leatherhead. 
Authority: Leatherhead B.C. 

3. Permission was refused on the grounds that the proposed 
advertisement board would, by reason of its size and position, 
seriously injure the amenities of the locality in general, and in 
particular, the appearance of the stone gable end to which it would 
be affixed. In dismissing the appeal the Minister supported the local 
authority’s point of view. 

Bury & District Poster Advertising Co., Ltd. Site: 22 Manchester 
Road, Shuttleworth, Ramsbottom, Lancs. Authority: Lancs C.C. 

4. It was proposed to display two panels, one above the other 
on the garden wall of a house facing a narrow footway giving access 
to a terrace of cottages. Permission was refused on the grounds of 
amenity, and the Minister dismissed the appzal on the same grounds. 

Mills & Rockleys Ltd. Site: 1 Brookside Terrace in Highbridge 
Walk, Aylesbury, Bucks. Authority: Aylesbury B.C. 


rh 
ar 


$. Refusal for the proposed display of panels on the wall of a 
stone-built farm “building and facing a classified road in a semi-rural 
area including many residential features of pleasant appearance. 
Grounds for refusal were: (a) The signs would have been directly 
Opposite a house of good artisan type and would seriously affect the 
outlook from it. (b) The signs would attract the attention of motorists 
near the entrance of a school, thereby endangering the lives of many 
small children. (c) The signs would be detrimental to the amenities 
of the area. The Minister, dismissing the appeal, was of the opinion 
that the panels would detract from the appearance of the building 
and would be prejudicial to the amenity of the neighbourhood. 

Mills & Rockleys Ltd. Site: Wall adjacent to Lynworth Farm 
Cottage, Bouncers Lane, Prestbury. Authority: Gloucestershire C.C. 
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With due achnouledgments 
to @ famous 
Outdoor Advertiser 


POSTERS (IMPROVE 
ALL SALES 


|? , To make 
Ay~ your product 
yA famous 

= POSTER -— 
| ADVERTISE IT! 


Look along the colourful hoardings and you will see name after 
name that is famous throughout the country. 


Poster advertising has made them household words. 


@ Day after day, week after week, the insistent Poster drives its 
message home to multitudes of shoppers and travellers. It reaches 
every member of the community—it is always catching somebody’s eye. 


@ The housewife, the business man, the couple about to set-up house, 
everyone who has a say in the spending of money sees and is 
influenced by the Poster. 


@ its persistence, its brightness, its size and its commanding position 
give the Poster a greater effective coverage than can be obtained 
at comparable cost by other means. 


@ The Poster is essential to the success of every national advertising 
campaign. 


[[THE POSTER PULLS -You CANT GET AWAY FROM 17!) 


ISSUED BY THE BRITISH POSTER ADVERTISING ASSOCIATION AND LONDON POSTER ADVERTISING ASSOCIATION 
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Last month we introduced a new monthly feature, “Stuart 


Lewis Looks At Posters.” 


For his second “look” Lewis has 


gone to South Kensington Underground station, where London 


Transport Executive have staged an impressive display of 


their posters past and present. 


ALL CHANGE AT 
SOUTH KEN. 


* HE poster artist in his 
I appeal to the public... 
aims at broad effects of 

line and colour, and some of 
the most successful posters have 
been simple in design. The 
picture having arrested the eye, 
the lesson, from the advertiser's 
standpoint, is carried home by 
a few well-chosen words in clear 


type.... 

This is quoted from an edition 
of Harmsworth’s Universal Ency- 
clopedia published about thirty 
years ago. With the quaint words 
fresh in the mind, I descended to 
the cool depths of the subway 
leading from South Kensington 
Station to Exhibition Road. There 
I saw (as you can see till Sep- 
tember 30) the fine retrospective 
show of London’ Transport 
posters, 1908-1951. At a glance 
it was clear what Harmsworth’s 
contributor had meant by “broad 
effects of line and colour” and 
simple design. The visual impact 
of some of the early Underground 
posters is remarkable. It is true 
that high standards had already 
been set by the Beggarstaff 
Brothers, Beardsley and others. 
True also that most of these 
posters are merely broadly-treated 
pictures, below which the ap- 
propriate slogans or “well-chosen 
words” are lettered. Nevertheless 
they have a unity, power, and 
what some of us call attention- 
value that is astonishing. 

It was not until about 1919 that 
a significant break with tradition 
took place. New artists made 
their mark—among them 
McKnight Kauffer. Every art 
director and commercial artist in 
London should take a serious 
look at these early Kauffers, if 
only to see what the modern 
master was doing when many of 
us were still in short pants. It 
is fascinating also to trace the 
development of Kauffer’s work 
from the bold, simple treatments 
of the twenties to the adventurous 
and fully mature successes of the 


thirties. To pick out one particu- 
lar plum—‘“Hadley Wood by 


Tram” (1924). This is an extra- 
ordinarily free pastel-and-wash 
landscape of trees, fields and a 
pond, and clearly it was repro- 
duced from the artist’s rough. 
Whether this was due to lack of 
time or to the innovating influ- 
ence of Frank Pick, I do not 
know. The fact remains that, in 
its day, this poster must have 
been regarded as a considerable 
tour de force. Yet who can say 
that the wonderfully well- 
observed series of “Trees” (1932) 
is less impressive? 

Needless to say this exhibition 
includes a great deal of excellent 
work by other  artists—Rex 
Whistler, Barnett Freedman, 
James Fitton, Graham Suther- 


land, Betty Swanwick, to men- 
tion a few. Students of social 
history, by the way, may like to 


The Whitbread 16-sheets facing 
the Underground platforms must 


enjoy a very high readership 
among tired (and drj-throated) 
businessmen. 


165 


Oe et ee te ee ee 


compare “The Coster” (1919), 
carrying the sub-title “The Anti- 
Profiteer.” with the beautiful 
blonde barrow-girl (1949) who 
until recently did in fact add the 
contemporary touch of glamour 
to one of the best greengrocery 
stalls in Soho. 


Posters Work 
Harder Now 


What of London Transport 
posters to-day? May they not be 
in danger of losing some of the 
old verve which made them such 
a charming and cheering feature 
of London life? Certainly they 
have assumed a far more infor- 
mative, educational, even liter- 
ary manner. This is no doubt the 
result of a deliberate, dictated 
policy which aims at making the 
posters work harder in the adver- 
tising sense and explain and sell 
the advantages of the transport 
services. But surely the question 
arises: How much can a poster 
actually say and still remain an 
effective poster? 

Well, there are exceptions to 


every rule. The 16-sheets for 
Worthington and Whitbread 
facing the Underground plat- 


forms must enjoy a very high 
readership among tired (and dry- 
throated) businessmen, in spite of 
the fact that they are virtually 
blown-up Press advertisements 
with longish copy. Similarly, the 
London Transport series “Know 
Your London” must appeal to the 
topographical sense of young 
men waiting at station entrances 
trying to divine the whereabouts 
of their belated girl-friends. The 
posters covering “London's Past” 
are a happy presentation of 
monuments and statues; and the 
accompanying copy, although it 
smacks a little of the sixth-form 
essay, should prove interesting 
and useful to visitors from the 
provinces and overseas. But 
there must be many Londoners 
who hanker after the unusual and 
evocative visual idea, the arrest- 
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“London's Past,” a poster of the 

present. L.T.E. posters are now 

more informative, have to work 
harder. 


ing splash of colour seen from 
the top of a bus, the occasional 
burst of irresponsible fun. 

The answer is, of course, that 
one cannot have everything. One 
cannot always improve the mind 
and simultaneously inspire the 
eye. Yet from time to time—if 
only to relax the mind—one 
should indulge in the primitive 
pleasures of looking and feeling. 
After all, as the research boys 
never tire of telling us, we are 
but little children. 


* * * 


LIKE ALL advertising people, | 
adore children. We all adore 
children because they are 
“stoppers” and more likely to 
squeeze tears from a busy house- 
wife’s eye than the sight of an 
injured cat «ra pair of laddered 
nylons. In short, they are the 
most-looked-at things on earth 
and there are figures to prove it. 

And that is why the Tide 
poster shows a small boy who 
has just chalked up “Mummy 
loves Tide” on a wall. His head 
is turned archly to his audience, 
his tongue curls upward from the 
corner of his mouth as if to say 
“Scrumptious!” His little sister 
is holding the product against her 
midriff in a winsome pose. 


Maybe This Poster 
Will Sell Much Tide 


Now it is easy and dangerous 
to criticise any advertising with- 
out knowing the facts and the 
marketing policy behind it. May- 
be this poster is the result of 
sound thinking and will sell a 
great deal of Tide. But even if 
women really are interested in 
what children think about deter- 


(Continued on page 168) 
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Fine quality Silk Screen 
printing. 
Point of sale Display 
made by craftsmen. 


Stove Enamel Signs 
for home and export. 


SHANKLAND.UD. 


Grafton Works, N.W.5. 


VERBOSITY 


All business executives have met the 
long winded Salesman who talks himself 
out of an order and is seldom welcomed 
on his next call. In these busy days 
time is ‘oo valuable to waste, patience 
is not inexhaustible. 


The brief sales message on the Poster, 
provided it has been carefully thought 
out, has more publicity value than 
hundreds of words. Sheldons know 
that and their long experience is avail- 
able to any advertiser. 


Sheldons It¢ 


Established 1840 


SHELDON HOUSE, QUEEN STREET, LEEDS | 


Jury 19, 1951 


COMMENTARY 


EAR that local authorities 

are indulging in a little quiet 
censorship of poster content has 
been expressed by members of 
the industry on several occasions. 
Indeed, the team which has been 
travelling about the country talk- 
ing to local planning officers has 
made a point of explaining that 
it is the hoarding and not the 
poster that is covered by the 
regulations. 

It seems a little strange, there- 
fore, that such an august per- 
sonage as Mr. Dalton, the Plan- 
ning Minister, should get up in 
public (at the opening of® the 
exhibition of posters in Victoria 
Embankment Gardens), and 
boom his disapproval of some of 
the posters which he sees “in the 
course of my _ departmental 
duties.” 

The Minister, under the pre- 
sent set-up, has the final decision 
on whether a site is permitted or 
refused. Soon his powers will be 
even wider. 

So, would it not be a good idea 
if he read the Act and Regula- 
tions that he is supposed to be 
administering? Let him try 
Section 4 of the Control of Ad- 
vertisement Regulations, where it 
says: “Express consent for the 
display of advertisements shall 
not contain any limitation or re- 
striction relating to any particu- 
lar subject matter or to the con- 
tent or design of any subject 
matter to be displayed, but shall 
take effect as consent to the use 
of the site...” 


* * * 


HEN credits go out for the 

work the trade associations 
are doing in the interests of the 
outdoor advertising industry, one 
body which deserves more of the 
limelight than it gets is the Solus 
Outdoor Advertising Associa- 
tion. Much more will be heard 
of this body, now that W. J. 
Leaper has started work as 
general secretary. 

Members concentrate on solus 
boards and the more spectacular 
type of displays involving electri- 
cally operated animated signs. 
Some have taken a leading part 
in developing three-dimensional 
outdoor advertising; the specta- 
cular efforts at the corner of 
Piccadilly and Swallow Street. 
London, provide a good example. 

The Association has a short but 
active history. It was founded 
in 1938, when a group of com- 
panies operating solus advertising 
sites all over the country came 
together to try and arrive at a 
co-ordinated policy for solus 
outdoor advertising. 

Since then much has been 
achieved, especially in the 
development of new ideas. The 
association is active and vigilant 
in the interests of outdoor adver- 
tising and constantly seeks new 
ways of establishing the industry 


more firmly than ever before as 
a part of the national life. 
. * * 


HE Strand Festival Garden 

has aroused much favour- 
able comment. G. L. McLellan, 
general manager, Borough Bill- 
posting Co., has _ received 
numerous congratulations on this 
latest step to hide London’s 
bomb scars’ with attractive 
gardens. 

Apart from its commercial 
value, this type of outdoor site 
does a good job in convincing 
local authorities that outdoor ad- 
vertising has a useful function in 
improving amenities. 

The Strand Garden, opened by 
the Lady Mayoress on May l, 
was designed and _ constructed 
and is maintained by Garden 
Creators Ltd. 

om * * 


FTER most poster runs, a 
few 16-sheets are left over 
and usually find their way into 
the files to collect dust and rot. 
. TT. McFadden, advertising 
manager, Wembley Stadium, has 
found a better use for them. 
With the posters for the “Skat- 
ing Vanities of 1951” show at the 
Empire Pool, he has had point- 
of-sale cut-outs made by simply 
pasting the poster on to card- 
board and cutting out round the 
figure of the girl star, Gloria 
Nord. 


“Overs” from poster runs can be 
usefully made into cut-out display 
pieces. This young lady was on 

a 16-sheet. 
* * * 


NEW use for posters is being 
tried by British European 
Airways. They have sent a 
broadsheet to stores and shops all 
over the country. In it are repro- 
duced three examples of recent 
BEA posters, originals of which 
are offered to the recipient free 
of charge. 
“All these three posters could 
be used as attractive elements in 


(Continued on page 168) 
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Transport advertising Planned in terms 
of national OF local campaigns 


Transport advertising is a specialised . 
job. On this point we speak with 

authority, having been engaged in 

it for the past sixty years. It follows 
that we are in a strong position to 
advise, plan and carry out trans- 
rae a port advertising campaigns, whether 
: localised or nation-wide in their 
scope. Our service covers transport 
advertising throughout the country 
and is, moreover, completely or- 
ganised to undertake the practical 
task of servicing from design to 
routine inspection. Finally, we can 
simplify the whole process by 
quoting comprehensive rates, in- 
cluding the provision of advertise- 
ments, and financing the initial cost 
over the period of the contract. 


MASONS 


a comprehensive transport advertising service 23x 


ADVERTTs inc 
FRANK MASON & CO. LTD., 33, NORFOLK STREET, STRAND, LONDON, W.C.2. Phone: Temple Bar 2044 Sp 
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‘ 
MANCHESTER BILLPOSTING CO. 


29 BOOTLE STREET - 


DEANSGATE 


Added Value to Your 
Posters with Our 


Ornamental Gardens 


PADDINGTON 0186/7 


HARROW BILLPOSTING 
37 SPRING STREET, W.2 


* MANCHESTER 2 


ST. HELENS & DISTRICT / 


REPORTER 


PRESCOT & HUYTON 


REPORTER} 


The* only A.B.C. papers 
published from these towns 
averaged 


51,975 


COPIES WEEKLY 


July— December 1950 | 


134 FLEET STREET, E.C.4 
Telephone CENtra!l 7620 


73 CHURCH STREET, ST. HELENS | 


Telephone 2285 (3 lines) 


_——————— 


FoR SURE 


THERE ARE MANY 
LIKE IT IN 


LANCASHIRE 


THE IDEAL POSTER COUNTY 


STER ADVERTISING 
ne ASSOCIATION 


a 
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STUART LEWIS LOOKS AT POSTERS 


Continued from page 165 


Maybe this poster is the result of sound thinking . . 


. but the com- 


position is unhappy and the drawing a poor imitation of what the 
Americans sometimes do extremely well. 


gents, and even if 
children really care which deter- 
gent their mothers use, the pre- 
sentation of the idea (like the 
predominant colour of the 
poster) is pure corn. The com- 
position is unhappy and the 
drawing a poor imitation of what 
the Americans sometimes do 
extremely well. Do you recall 


normal | 


a Birds Eye poster illustrated in 
ADVERTISER'S WEEKLY recently? 

Nevertheless this poster is 
different from other detergent 
posters. For that reason alone it 
will be seen, read and remem- 
bered—even if some people 
decide that the small boy with the 
tongue is in need of psychiatric 
treatment. 


OUTDOOR ADVERTISING COMMENTARY 


Continued from page 166 


window displays,” says the sheet, 
and proceeds to give three 
sketches suggesting displays to 
incorporate each of the posters. 
A coupon for orders is attached 
and the retailer is offered further 
supplies of posters one to four 
times a year. 
- * * 


NS so long ago the intro- 
duction by Mills & Rock- 
leys of a new design of poster 
panel, called the Hellberg Panel, 
was noted here. News of the 
panel has now spread as far 
afield as South Africa. A request 
has been granted for one adver- 
tiser to use the design for his 
outdoor advertising throughout 
the Union. 
‘* * * 


AN interesting idea developed 
by the studio of the Nationa] 
Savings Committee is a coloured 
four-in-one poster. By folding 
or cutting along dotted lines, it 
is possible independently to ex- 
hibit any one or all of the four 
posters in the sheet. 
* * ~*~ 

T was, of course, natural that 

a spate of international exhibi- 
tions should be held during the 
Conference. The posters in 
Victoria Embankment Gardens 
attracted a number of delegates. 

Another show, particularly 
arranged as the Regent Advertis- 
ing Club’s contribution to the 


Conference. was “Design for 
Travel,” an exhibition of travel 
posters from many nations. 

Responsible for arranging the 
display was A. Kirkham. 
B.E.M., advertising manager of 
the Polytechnic Touring Associa- 
tion Ltd. 


‘Tune in to. 


This poster has been designed by 
Wilfred Tisbury & Co., to 
announce the introduction by 
Radio Luxembourg, of a new 
wavelength and _ all-the-week- 
round broadcasting. 
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POSTER SITES 


The 
DAILY HELP 


PUBLICITY HOUSE- CORNWALL ST.: BIRMINGHAM 3 


' TELEPHONE, CENTRAL 3784/5 
TELEGRAMS. ADVERTISE BIRMINGHAM 


Sortect 


Photo 
Ongravings 


A first class SERVICE 
Jor 

Advertisers «& Printers. 
Deeply etched BLOCKS 
LINE - TONE - COLOUR 
Press and Catalogue Work 
a Speciality. 

Why not give us a trial? 

AVERYS ENGRAVING 


CO.(L’POOL)LTD 
79 Lime Street 
LIVERPOOL.I. 
Phone: ROYAL 2956 Grams: NVERBLOC LIVERPOOL 
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a Quick Facts 


about Harris and Sheldon 


You know of Harris and Sheldon as Shopfitters. Did 
you know also that they have the largest and most 
comprehensive Display and Exhibition Organisation in 
the country. Their top-line creative team and more 
than half-a-dozen factories can undertake anything 
from a single counter display to a complete exhibition. 


Exhibition Stands 


Exhibition Contracting. Design and fabri- 
e cation. A Harris and Sheldon Stand 
ee indentifies a product as one of quality. 


Three dimensional Display 


Dealers’ Display Aids. Counter Display 
& Stands. Scenic Display for Window Back- 
= grounds. Contract Window Dressing. 


Display Figures 
S Life size and miniature, in plaster, papier 
mache, rubber, etc. Corsetry and ee 


.® wear — Advertising figures and 
Trade Marks. 


Harris and Sheldon Ltd. 

WOODGATE, LOUGHBOROUGH 27 BERKELEY S@UARE 

LEICS. Loughborough 349! LONDON, W.! MAYfoir 2017 
and at Birmingham, Manchester and Glasgow 


L.G.8. 
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REGIONAL WEEKLIES 


The responsibility of local newspapers in a free world 


Juty 19, 1951 


The points of view of publisher and advertiser—the latter represented by an agent— 
on the local paper’s job, were given at the Newspaper Society’s business session during 


the recent International Advertising Conference. 


Extracts from their addresses form 


this month’s Regional Weeklies feature. Wilton Evan and London Rep. will write 


again next month. 


Are Servants Of An Ideal 


—said ERIC CLAYSON, 


Presid ent, Newspaper Society, and managing director, Birmingham Post and Mail. 


local newspapers have de- 

veloped on different lines, 
serve different communities and 
face different problems. But 
running through this diversity 
can be detected a common 
purpose. 

The local Press of this country 
is a living example of unity in 
diversity. We are certainly the 
most diverse collection of publi- 
cations in this country. 

Not only the limitations of time 
and distance, but the clear public 
demand for local newspapers 
produced by local people has 
kept one of the branches of news- 
paper production in local hands. 
That has not lessened the respon- 
sibilities of 1,000 and more local 
weekly papers, scattered through- 
out London’s suburbs and the 


| eae country to country, 


HAT are the special tasks 
of the local paper as they 
apply to advertising? 
Firstly—because it is the most 
obvious and important function— 
the local paper is the advertising 
medium for the local trader. 
Strong local trader advertising 
is generally the test of the paper’s 
standing in its area. 1 would go 
further: I would say that the 
“classified,” the advertisement of 
the citizen himself, is the best 
barometer of all. It may be 
tough on the manufacturer to 
have his meagre 4 in, double 
omitted because the “In Memor- 
iams” have run to a couple of 
columns, but if the locals think 
their paper is good enough for 
their own announcements you can 
be certain it is good enough for 
yours. 
Secondly—and because it is 
ancillary and complementary to 
the previous point—the ‘baal 


whole country, and each is serv- 
ing a clearly defined locality. 

And what a mixed bag it is! 
It has only a_ broad general 
character and each newspaper in 
this country is a separate entity 
from every point of view. Yet 
the majority of us, though we 
compete with each other for 
advertising and circulation, come 
together and find a common pur- 
pose as local newspapers in this 
Newspaper Society. 

The society was established in 
1836 at a time when newspapers 
were small in size and circulation, 
and impeded by a stamp duty, a 


* duty on newsprint, an advertise- 


ment tax and an unfair law of 
libel. It was set up to remedy 
these things and it has been trying 
to remedy things ever since. 

We are drawn together by a 
bond which has its basis in the 


By H. C. LONGLEY, 


Governing director, H. C. Longley 
Ltd., Birmingham 


paper should provide a medium 

y which a national distributor 
or manufacturer can advertise 
goods which the local trader has 
to sell. 

Advertisement managers need 
sometimes to be Solomons in 
Wisdom to hold the scales (or 
the scissors) fairly. If one local 
retailer is a selling agent for 
Product A and another one for 
competing Product B it can be 
a serious matter if haphazard 
omissions react unfavourably on 
one or the other. 

Thirdly—in disposing of the 
balance of available space remain- 
ing after the two previous calls 
have been satisfied—{and it is 
indeed a meagre balance in these 
days)—the local paper should be 


responsibilities which each of us 
has to journalism, to our readers 
and to our advertisers. It is, in 
fact, the same sense of responsi- 
bility which drew newspapers of 
the free world together at this 
Conference—this feeling that, 
however different all our news- 
papers may be, however different 
our readers and our address may 
be, our purpose, our duties and 
our responsibilities have no 
essential differences. 

The basic purpose of every 
newspaper—no matter what its 
type—is, of course, to print the 
news of the communities it 
serves. This is not the only pur- 
pose but it is the main one, and if 
this is not done adequately the 
paper ceases to be a newspaper. It 
becomes merely a form of diver- 
sion for its readers or an adver- 
tising sheet. It may still be a 
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‘YOU MUST BE SOLOMONS IN WISDOM’ 


the medium for the national 
advertiser who sells goods and 
services direct and also for the 
advertiser who is anxious to 
obtain local distribution of a 
product but who is_ unfairly 
handicapped—especially with the 
local traders—if he cannot obtain 
a reasonable share of the avail- 
able space. 

We must all admit that to 
hold the balance between these 
three classes of claimants for 
representation in the advertise- 
ment columns—local and classi- 
fied, established national lines, 
new and worthy products—is a 
most difficult task. 

I acknowledge, looking back 
over the period of shortage—and 
it is a ten-year-long look—that 
the advertisement managers have 
given advertisers a square deal. 
And it has not needed a Govern- 
ment department, or a control, 
or a series of Orders in Council, 
to ensure this “fair shares for all” 
in the advertising business, 


Eric Clayson 


useful publication but it does not 
have the responsible position in 
public life which is the privilege 
of the genuine newspaper. 

For in our free world we have 
a democratic way of life which 
pre-supposes the existence of two 
essentials. One of these is the 
free and full knowledge through- 
out the community of what is be- 
ing done by those who represent 
us in our local or central govern- 
ments and by those government 
servants who are appointed to 
work on our behalf and at our 
expense. The other essential is 
the opportunity of making known 
our opinions to these people by 
means of public debate and 
comment. 

It is because the local news- 
paper is so eminently suited to 
serve both these needs that it is 
so essentially a part of every free 
community. 

It may be said that the local 
Press is a self-appointed guardian 
and that may well be so. The 
public have every need of such a 
guardian and the local Press is 
so far the most effective one to 
be found. It is an _ effective 
guardian because it is a respon- 
sible one and it is a responsible 
one because it needs for its own 
prosperity to have the interests of 
its readers at heart. 


We Must Keep 


Our Freedom 

Let me make one point very 
clearly. Our chief responsibility 
is neither to our readers nor to 
our advertisers. We are the ser- 
vants of both, it is true, but fore- 
most we need to be the servants 
of an ideal. Our first responsi- 
bility in a free world is to 
maintain our own freedom, 
because on the freedom of the 
Press so many other freedoms 
depend. But we look to adver- 
tising in its commercial role to 
enable us to maintain that free- 


. “4 : tn ay : 
P| 170 Fe s 
py 
A \e Fe 
| Ve iii "7 @ 
4 . 
7 7 
{a | H 
fr 
rr 1 é 
i ‘ 
\ 
- 
| 
| ; ; “ 
| es - d 
es Po 
: 
. 
si 
BS 
aa 
ec 
c 
ol 


JuLy 19, 1951 


The responsibility of the local paper—continued 


dom—to supply the essential 
revenues which, being part of 
separate business contracts, enable 
us to preserve our independence 
of all parties, factions and creeds. 
Advertising as we know it is one 
of the pillars of our freedom. 

You may have noticed that | 
mention the readers before the 
advertisers—even at an advertis- 
ing conference. That is the way 
every good newspaperman «will 
have it, and indeed, the same is 
true of every good advertising 
man. For it is a cardinal fact 
that we serve our advertisers best 

en we serve our readers first. 
We are of no use to advertising if 
we do not produce good news- 
papers and it is our readers, not 
our advertisers, who decide if our 
newspapers are good enough. 

This then, is our second res- 
ponsibility—to produce good 
newspapers because any which 
are not good will die. 

Our third responsibility is to 
our advertisers. While, on the 
one hand, we cater for the very 
largest of commercial advertisers, 
we have, at the same time, an 
extra function—a more intimate 


EU cL 


of the nationally advertised 
branded goods which he stocks. 
The smaller local trader finds 
in our advertisement columns the 
most forceful means of maintain- 
ing and developing his business. 
It would be difficult to decide to 
which type of advertiser we can 
present the most valuable oppor- 
tunities but I do know this—that 
if local newspapers as we ‘know 
them were ever to languish or to 
be suppressed, the nation-wide 
distribution of goods and services 
would be seriously disrupted and 
the small trader on whom s0 
much of our prosperity depends 
would face a disastrous future. 


More National 
Advertising Now 


During and since the war, local 
newspapers have, in spite of res- 
tricted sizes, come to assume a 
position of considerably greater 
importance as national advertis- 
ing media than was the case 
before. We hope to consolidate 
and strengthen that position and 
we know that we can only do so 
by providing a service to adver- 


WHEN...-.AND IF... 


“When any medium other than the news 


paper becomes the 


permanent record of current events, the date book of the 
community, the housewife’s shopping guide, recovers — 
neighbours’ strayed dogs, sells their attics empty, finds 

them a used refrigerator, tells them who’s painted his barn 


or mended his fences . . . 


“When any medium other than the newspaper does these few 
little jobs daily in a preservable package at five cents a copy, 
then and only then will I believe that some folks might not 
have time to read their hometown paper.” 

—FRANK TRIPP, of Gannett Newspapers, U.S.A., 
quoted by HAROLD S. BARNES, director, Bureau 
of Advertising, American Newspaper Publishers’ 


Association. 


t 
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and personal function—as the 
major advertising medium for the 
local trader and the private indi- 
vidual. 

This dual responsibility creates 
considerable difficulties, particu- 
larly in view of our crippling 
shortage of newsprint. Y ws 
could get more and cheaper 
newsprint we can produce bigger, 
better and more papers, and 
advertisers will get bigger, more 
frequent and less costly adver- 
tisements. 


Supporting the 
Local Retailer 


The national advertiser looks 
to us primarily because he knows 
that all business is local and that 
announcements in national media 
need the support of local news- 
papers, not only to fill in the 
gaps in their coverage, but also 
to drive home the fact that their 
wares are in the local shops. The 


retailer wants this" also and he is 
entitled to expect it in the case 


tisers and advertising agents 
which compares favourably with 
that given by the very largest of 
publications. 

We know that the advertising 
agent who places his client’s ad- 
vertising according to his best 
professional judgment cdnnot, 
nevertheless, be indifferent to the 
fact that spending an appropria- 
tion in a long list of local news- 
papers is, for him, neither the 
easiest nor the most lucrative 
plan. We realise this, and it is 
therefore our special duty, both 
to the advertising agent and to 
ourselves, to lighten the burden 
of administering a local campaign 
and to give to the agent the 
impeccable service which he 
needs. 

I hope that we may detect that 
clear pattern of common purpose 
which I feel sure exists among 
the local newspapers of many 
lands—for are we not all direct- 
ing our efforts in the same direc- 
tion, towards the hearts and the 
homes of the people? 
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THE 
WELLINGTON JOURNAL 
& 


SHREWSBURY NEWS 


NET SALES 53,466 WEEKLY (A.B.C.) 


London Representative : 
DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (CeN¢ra! 2626) 


= 


CANNOCK CHASE 


POPULATION 
OVER 65,000 


TIMES BUILDINGS, SIDCUP 


London Office: 329 High Holborn W.C.! 
also at Bromley, Orpington, Eltham, Bexleyheath, Erith and Dartford 


Largest Net Sale in Kent 


KENTISH TIMES 


SERIES OF EIGHT LOCALISED EDITIONS. 
CERTIFIED NET SALE 


2,480" 


A.B.C. Certificate for the six months enled June 30, 1950 


Advertisement Flat Rate 23/- per s.c. inch 


Tel.: Foots Cray 3077 (3 lines) 
Tel.: Holborn 2730 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 
Intensively cover the populous and 
prosperous area of South-West 

Middlesex. 
NET SALES 


43,078 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 
Phone : HOUnslow 0016-78 
Cliffords an nen HOL iI 
Founder Member London Suburban 
and Home Counties Press Group 


The newspapers 
of North Essex 


£4sex Comnty 
Standard 


seat 
COLCHESTER 


Ctisiie 


| Braintree and Witham 


TIMES 


Over 42,000 a week 
— A.B.C. of course 
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ECENTLY Leslie W. 

Berrill took a “family 
party” of 656 to see “London 
Melody” at the Empress 
Hall, Earls Court. It com- 
prised members, wives, hus- 
bands, and sweethearts of the 
staff of the Gordon & Gotch 
group of companies. 

Berrill is compieting his fortieth 
year with G. & G., and twelfth as 
chairman. A member of the 
Council of the Rotary Club of 
London, he begins this month 
his fifth year as chairman of its 
International Service Committee. 
He was also chairman of the sub- 
committees which produced The 
Gateway to Human Freedom, a 
study book on the Universal 
Declaration of Human Rights 
which is used by Rotary Clubs 
throughout the British Isles, and 
Rotary and World Peace which 
has had world-wide distribution. 

Berrill’s great-uncle was John 
Speechley Gotch, who founded 
G. & G. in the western markets 
of Melbourne in 1853. 

An immigrant from England, 
unsuccessful in the Gold Rush, 
Gotch was walking through the 
markets with only *24d. and a 
blue pencil to his name when he 
Was given a job by one Alexan- 
der Gordon, who owned a news- 
paper stall. Soon they were 
partners. They must have had 
complete confidence in one 
another, for no formal agree- 


R. G. Blackman 


ment was drawn up to protect 
their respective interests. 
a +. 

MEMBERS of the Sheffield Pub- 
licity Club will be glad to learn 
that their president, Lt.-Col. 
Maurice Batchelor, hopes to be 
back in harness in the late sum- 
mer. 

Colonel Batchelor (chairman, 
Batchelor Peas Ltd., Sheffield), is 
at present a patient at Ruthin 
Castle, the well-known private 
clinic in Denbighshire, where, 
following a serious illness, he is 
undergoing treatment that in- 
cludes complete rest. 

Apart from his close interest in 


* ADVERTISING MANAGER’S CORNER i 


Doing- 


The sweetest sound on earth to an enterprising business man 
is the tinkle of the cash register. 
when a man has an ear for that sort of music he can’t fail to 
appreciate our brand of advertising. Because ours is the 


brand that rings the bell. 


It’s easy to persuade yourself that your advertising is doing 
its job because it gets talked about or because you're spen- 
But you can’t be sure about it 
unless you've kept your ear to the cash register. 


ding a lot of money on it. 


Cash registers have been pealing out testimonials to Harris 
window and counter display and sales units for years and 
So if you want to get the bells going on your 
account, start by giving us a ring. 


years. 


distinctive showcards, clever cut-outs by 
THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING aren. ee aed STREET, LONDON, W.1 


g-g 


And we want to say that 


Leslie W. 


Berrill Col. M. Batchelor 
all forms of advertising and 
salesmanship—the marketing of 
Chicken Noodle Soups js a story 
in itself—he has many activities, 
which include the chairmanship 
of the Fruit and Vegetable Can- 
ners Association. 

Colonel Batchelor has the re- 
markable record of having served 
in all three Arms. In the first world 
war he was in the Navy. At the 
outbreak of the second world war 
he joined the Royal Air Force; 
in 1940 he was transferred to the 
Royal Army Ordnance Corps of 
the British Expeditionary Force. 
He partially recovered from 
wounds received at Dunkirk, 
when he was mentioned in dis- 
patches, and, despite disability, 
he became Officer in Charge of 
Administration at Chigwell be- 
fore finally being pronounced 
medically unfit and discharged. 


* * * 


THE BEGINNING of this month 
was a milestone in the life of 
F. Murray Milne. He became 
officially chairman of the Publi- 
city Club of London. And he 
gave up his job of P.R.O. to the 
Wholesale Textile Association to 
become a director of F. J. Lyons, 
Ltd., the public relations firm. 

I am now able to reveal (as 
the foreign correspondents say), 
that Murray’s earliest essays in 
journalism consisted largely of 
comic verse, perpetrated while he 
was working for Somerville & 
Milne, the Glasgow agency, of 
which his late brother Ronald 
was one of the founders. 

When he was 17, the news- 
Papers were vying with each other 
in the free ‘insurance schemes. 
Aided and abetted by Punch, 
Murray foisted this on the 
public: 

There was a young lady named 
Lillian 

Who went for a ride on a 
pillion. 

Alas and alack! 

She fell off the back— 

But the Press paid her mother a 
million. 

Selling tombstones at reduced 
prices (!) and compiling the in- 
formation contained in pocket 
diaries are among the out-of-the- 
way jobs he has done, in between 
getting much solid copywriting, 
journalistic and P.R. experience, 
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Leslie Berrill’s**family 
party’: Sheffield 
president recuperates, 
hopes to be back in 
harness in late sum- 
mer: From ‘‘poet” to 
P.R.O.: After 66 years 
with ‘West Sussex 
Gazette” R. G. Black- 
man retires. 


By CONTACT 


especially during the war, when 
he was with the Air Ministry. 

Out-of-the-way, also is his 
hobby. He loves to go to 
athletic meetings at the White 
City and time the performances 
with his own stop watch! 


* * * 


AT THE AGE of 79, a remark- 
able character has retired in the 
person of R. G. Blackman, for 
more than 40 years advertisement 
manager of the West Sussex 
Gazette. All the London adver- 
tising agents who know him— 
which means just about all the 
London advertising agents !—will 
wish him and Mrs. Blackman the 
best of health and happiness. 

The Blackman family have 
been associated with the “W.S.G.” 
since it was founded 98 years ago. 
Dick himself joined in 1886 as 
an office boy, aged 13, and has 
served under four editors; his 
son Derek is the new advertise- 
ment manager; and 21-year-old 
grandson Derek is on the print- 
ing staff. 

Widely known as a teller of 
Sussex tales with a touch of 
warm humour that has made him 
well loved in many parts of the 
country, Blackman has this to 
say of his life’s work: “I loved 
every minute of it. My greatest 
happiness has been obtained in 
watching the growth of small 
business men and helping them 
establish themselves. In almost 
every town of Sussex, Surrey and 
Hampshire, I can see visible 
proof of the power of advertis- 
ing.” 

He is maintaining his associa- 
tion with the concert party he 
created, and his violin will still 
spell the magic music of old-time 
dancing. 


WEEKS WISECRACK 


nN 


“Even if a Chair of Adver- 
tising is established, Miss 
Whapshott, I’m afraid 
there won’t be room in 
it for both of us.” 
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Ze The N.N. has been 
2 selected for exhi- \° 

bition at the 

Z, Festival of Britain. 


‘wu The National News- 
“= agent ensures complete 
coverage in the Newsagency, 
Bookselling, Stationery and 
Tobacconist trades. The only 
Journal with a five-figure net 
sale certified circulation (ABC). 
Send for Advertisement Rate Folder 
NATIONAL NEWSAGENT, 


BOOKSELLER, STATIONER 
107 Fleet St., E.C.4. City 2604 (4 lines) 


consult the experts 


POINT OF SALE 


advertising 


te SHOWCARDS ¥& SIGNS & DISPLAY 
STANDS IN METAL, WOOD AND 
PLASTIC ye METAL * PRODUCTS 
%& ILLUMINATED SIGNS 


ACME sHowcarD & SIGN CO. LTD. 
Paragon Works, Enfield, Middx. 
Tel : Howard 1651 Est. over half a century 


b nOWCARDs y 


Mt CARDS - ss 
a wv POSTERS as 


Bas TO ANY mi ~~ 


SILK aa. ARTS L 


97 SHIRLEY ROAD. CROYDON 
AODISCOMBE 3147-6 


HIGHEST GRADE SPEEDY pepe 
CLEAN © SHARP 2 EXPRESS / 
CRAFTSMANSHIP DELIVERY 


**DAY-GLO’? PRINTERS 


CLELAND 
PACKAGING 


Cartons, outers and display pieces made 

to order, in immaculate style and in the 

best traditions of Industrial Design — 
functionally and visually. 


WM. W. CLELAND LTD 
STAPLE HOUSE, HOLborn 2521 
CHANCERY LANE, W C.2 & BELFAST 


CURRENT ADVERTISING 


Biscuit Makers In 
New Radio Shows 


Two more new programmes 
were introduced by Radio Luxem- 
bourg on the new 208 metre 
medium wave band last week. 

The first, on Mondays and 
Fridays at 7 p.m., is “Penguin 
Parade.” sponsored by Wm. 
Macdonald & Sons Ltd., makers 
of Penguin biscuits. This features 
Barbara McFadyean and Garry 
Marsh in a programme of tunes 
and stories “from the young to 
all the family.” 

Another biscuit manufacturer, 
Weston’s, sponsors the second new 
show. This is “Carpenter’s Shop” 
which is billed as “a_ crisp 
quarter of an hour of music 
featuring Lana Morris and Paul 
Carpenter.” This is relayed on 
Wednesdays and Fridays at 
10.45 p.m. 

* * * 


GOO MMOMOwwnwrn" 
COUPON FOR 
AJAX 


Colgate-Palmolive-Peet Ltd. are 
sending out a coupon offer for 
their Ajax cleanser. The coupon 
enables housewife to pur- 
chase a Is, 3d. canister of Ajax 
for 9d. Agents for Ajax are 
Masius & Fergusson Ltd. 


* * * 
NEW_ACCOUNTS 


Willings Press Service Ltd. 
have been appointed by British 
Organisers Ltd. to handle adver- 
tising and publicity for next 
year’s National Schoolboys’ Own 
Exhibition at Royal Horticultural 
Hall, Westminster. It will be the 
silver jubilee of the exhibition. 
National Press advertising is 
being booked and the campaign 
will be supported by poster 
advertising on buses and under- 
ground sites. Visits by stage, 
screen and radio stars will be 
arranged by Leslie Latchford, 
Willing’s Press officer. 


Rudman Darlington & Co., 
Ltd., makers of household equip- 
ment, have appointed White 
Advertising (Birmingham) as 
agents. An initial campaign 
devoted to the R.D. Universal 
tin opener will appear in trade 
Press and class magazines. 

* * * 


A new technical account for 
Bayard Publicity Ltd. (Man- 
chester), is that of Kermatex 
Ltd., and the associated com- 
panies of Kermatex Sales Ltd. 
and Kermatex Engineering Ltd.. 
patentees and manufacturers of 
new domestic and technical vro- 
ducts, including synthetic fibre 
cloths. Advertising to the trade 
for the latter is to start immedi- 
ately. 

~*~ * 

H. Balsom & Co., Ltd.. men’s 

wear manufacturers, have 


Coast, 


appointed S. C. Peacock Ltd. 
(Liverpool) to handle their adver- 
tising. 
* - 

Legget Nicholson & Partners 
Ltd. have been appointed for 
Retrix Ltd., specialists in indus- 
trial and commercial equipment. 
This firm supplied the crowd 
counting equipment at the Festi- 
val sites. Another new account 
for the agency is that of St. 
Ermin’s Hotel, Westminster, which 
housed the “Welcome Club” dur- 
ing the International Advertising 
Conference. They are also run- 
ning a test campaign in America 
for Fraser Knitwear Ltd. of 
Glasgow. 

. * * 


ACCOUNTS MOVING 


F. C. Pritchard, Wood & 
Partners Ltd. have taken over the 
advertising for Lightning zip 
fasteners, which are made by 
— Chemical Industries 
td. 


4 * * 

S. C. Peacock (London) will 
handle the advertising for 
Michael Wayne Ltd., women’s 
fashion wear, as from Septem- 
ber 1. 

* * * 
NEW CAMPAIGNS 


Alfred Pemberton Ltd. have 
issued renewal orders for 
Watney’s Red Barrel Ale in the 
London’ evenings, provincials, 
and, for the first time, in the 
Greater London’s Greater Press. 
There is also a new campaign in 
Scotland on behalf of Watney, 
Coombe & Reid Ltd., for their 
agent Joseph Dunn (Bottlers 
Ltd., Glasgow) who are market- 
ing a new sweet stout “Dairy- 
maid.” Advertisements will be 
appearing in the Scottish 
national, provincial and trade 
Press. 

For Watney’s Brown Ale, 
Pemberton’s have issued orders 
for bus sides in selected and 
provincial areas. They have 
booked space also in hotel and 
catering trade papers for adver- 
tisements to link up with the 
a and Catering Exhibition 


"For Radiation Ltd., Pember- 
ton’s are booking space in the 
London’ evenings, provincials, 
women’s papers, and trade Press 
for the new Radiation Space 
Heaters. Overseas, a campaign 
for the Bell Punch Co. is being 
handled by Pemberton’s in 
Europe, the Middle East, Far 
East. Africa, South America and 
the British colonies. 

+ * 


Renewal and extension orders 
for Guinness (Guinness Exports 
Ltd.) have now been placed by 
Export Advertising Service Ltd. 
with the principal Nigerian. Gold 
and Sierra Leone news- 
papers. The current campaign 
also includes a continuation of 
poster advertising throughout 
these territories. 
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Quaker Pearl Barley 


Discussed Again 


Shelved 18 months ago owing 
to the shortage of board and, to 
a certain extent, lack of the right 
ingredients, a Quaker Oats Ltd. 
scheme to put packed pear! barley 
on the market is being re- 
considered. 

It is understood that its intro- 
duction now depends on this 
year’s harvest. In any case it 
— not appear until Novem- 

r. 


* * * 


STOUT WORK FOR 
HAMMERTON 


Fifteen hundred sixteen-sheets, 
six thousand counter cards, five 
hundred double crown display 
cards, seven thousand bottle 
crowners, four thousand window 
bills and twelve thousand shelf 
strips were produced in six weeks 

& N. (Silk Screen 
Printers) Ltd. for a recent cam- 
paign for Hammerton stout. 


Legal and Gazette 
NEW COMPANIES 


207 Long 

. Art and 

He agents. Nominal capital: 
4.000 Directors: S. M. Spence and 


é w a. 

Brewster Owen & Co, Ltd. Advertising 
contractors and agents. Nominal capital: 
£1 Subscribers: D. Lawman and S. 
——_ 


ublicity Ltd., 

Greek Street, W.1. General printers and 
stationers, newspaper publishers. Nomi- 
nal capital: £100. Directors: L. Silver, 
J. Lever and D. D. I 

Medical General Services 
Ltd,, 92 Fleet Street, E.C.4. Nominal 
capital: £1,000. Subscribers: R. W. Fret- 
well and Miss D. E. Fretwell 

ted icity Ltd. 


. Westminster 
Bank Chambers, Epping. Essex nas 
nal capital. £1,000. Directors: G. w. 
Smee, L 


Smee and J. H Fishenden, 

a pes «= (London 
Adeiphi House, 1-3 Robert Street, W.C.2 % 
Nom: nal t conde ps. Directors: H. W. 


Chiloot 

w. E. Coss & Company Ltd. Adver- 

tising agents. Nominal Y eaphal: £100 
ribers: W. E. oss and Mrs 


cwis. 


Georce Henry Grimarpi, of 42 
Meadway, N.W. 11, who was the sole 
organiser of the Ideal Home Exhibition 
from 1937 until the outbreak of war, 
left £10,647 6s. 4d. gross, £9,874 10s. 7d. 
net. 


DISCHARGE APPLICATION 


DonaLp Georce Port, 15 Northampton 
Park, London, N.1, formerly carrying on 
business under the style of “Jason Press.” 
at 7 Noel Street, London, W.1, publisher 
and typographer. Application for dis- 
charge July 20 at Bankruptcy Buildings, 
Carey Street, London, W.C.2. 


DISSOLUTION OF PARTNERSHIP 

Harry Reaper and Gitsert Henry 
Pearse, trading as Reader & Pearse, 
general and commercial printers, 1 Mont- 
gzomery Road, Gillingham, Kent. June 
8, 1951, so far as concerns Gilbert Henry 
Pearse who retires. All debts by Harry 
Reader who will continue. 


CHANGES OF ADDRESS 
Havas am, international advertising 
service, to 4 Lincoln's Inn _ Fields, 


5 to 122 Cleveland 


armer Ltd., to 
Grosvenoi Grosvenor 


79/83 
Street, 


House. 
Manchester, 1. 
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No Lancashire Schedule 
complete without it 


It provides the cheapest, quickest, and easiest way 
of influencing all sections of the local community. 
It is extensively used by all the leading National 
Advertisers as well as local traders. It is the 
recognised medium for notices issued by local 
authorities and institutions. It is self-sufficient for 
almost all advertising purposes and rightly used 
will not fail the advertiser. There is no substitute 
for the Bolton Evening News in its area. 


ABC CERTIFIED AVERAGE DAILY NET SALES: 


34,626 


TILLOTSONS NEWSPAPERS LIMITED 
MEALHOUSE LANE : - - BOLTON 


London Manager: Mr. William Sheppard 
6 Arlington Street, St. James's, S.W.1 


... all we need to close this case is some real information 
about what goes on in the packing and shipping business 

and — bless my soul — the ‘* Packer and Shipper” is 
only a few doors from Here ! A copy, Watson, a copy ! 


THE 


MM on perp 


per annum é& 


Publishers : EMPIRE INFORMATION (LONDON) LTD., 29 Baker Street, London, W.! 
Telephone : Welbeck 6825, Telegrams: Pacship, Wesdo, London’ Cables: Pacship, London 


Founded and edited by 
A. LESLEY WHITAKER, F.R.E.S 


Just off the press... 
THE GREATLY ENLARGED, COMPLETELY REVISED A 


i951 ADVERTISER’S ANNUAL | 
—order your copy NOW 


VERYONE engaged in adver- 


are een ie oe 
PRINTING 


AT ITS BEST 


and Overseas Publications: Adver- | 


Weare in a position to undertake the production of an estab- 
lished Weekly or Monthly Journal in Demy or Medium 8vo. 
Our service also includes the production of high-class 
Colour Brochures, Price Lists, Catalogues, etc., for which 
we have limited supplies of art paper in stock. 


FOX PRINTING PRESS 
TYPOS HOUSE, MAYBANK ROAD, LONDON, E.18 
Telephone : BUCkhurst 1252 - 1002 


ARTISTS AND 


STUDIO 


PHOTOGRAPHERS 


BRIGGS: 
MUdeun 404 


1?) 


lelephone: 


22 CHENIES STREET-W-C-I 


tising or the allied industries 
urgently needs this latest edition of 
the ANNUAL: new entries by the 
hundred—and last year’s thousands 
of changes in addresses, telephone 
numbers, rates, sizes, press days, 
personnel, ete., which it records 
render even the 1950 edition 
obsolete and misleading. 
The 1951 ANNUAL brings you 
instant. reliable answers to some 
150,000 everyday questions you are 
constantly needing about: British 


* 
Unless you order at once 


you may have to wait 
twelve months for ag up-to- 


post the coupon TODAY. 


Fill In and Post Today 
Business Publications Ltd., 180 Fleet Street, London, E,C.4 


Please send us by return one copy of the 1951 ADVERTISER'S 
ANNUAL, and invoice as after despatch at the post-free price of 35s. 


Overseas: cash with order, please. 


tising Agents; National Advertisers; 
Poster Contractors: Printers; Engra- 
vers; Commercial Art Studios; Out- 
door Publicity Firms, and all other 7 
services and suppliers—as they ~ 
operate TODAY. 


For litle more than Id. a day it 7 


enables you to plan a 
advertising campaign 
last detail without leaving your 
desk; eliminates endless correspon- 
dence, telephone calls and enquiries. 


complete 


own to the ~ 


JuLy 19, 1951 175 —E " 
" 
Qs | : 
| é. Ay ® 
eee ~~ : 
: = a S ie (S a * 
: 5 frre 74% 
4 G sTITL 1 /2 

; re eg ah o 
| BAe Ve ____ | 
“—_ eG {" 3 ‘ 
: 
re d ee 
. a | , 

| (| a 
é qt 

LK a | 

4 ED ee Eee : \ 
re ‘od 
¥ Ay 
S ee ee | 
. date edition of this invale- ae Fhe NUAL 3 
es el | 
Oe EE Seana toc ’ 
z | : : ; 
i == iF 
| ee : 
7 ‘ 
' 4 
Py ' Address ....... ere oe 4 oo bs 
Co | eT ECE LEER | 
; ir es ‘ 5 
' ‘ 


ADVERTISER'S WEEKLY 


We Hear— 


THAT a memorial service for 
S. James Brown, managing direc- 
tor of Amalgamated Press Ltd., 
will be held at St. Dunstan-in-the- 
West to-morrow (Friday) at 
12.30 p.m. 

+. ” ” 
THAT Fox's Glacier Mints Ltd., 
of Leicester, have joined 
B.E.T.R.O. as members. 

+ *- . 


THAT the “Picture Post” girl set 
off on her tour of the Isle of Man 
by bicycle during her 15,000 mile 
summer trip of seaside resorts. 


THAT reviving a former associa- 
tion in abeyance for some years, 
the Press Club is making its faci- 
lities available to Aldwych Club 
members while the latter club is 
closed for staff holidays, July 27- 
August 13. 

* . - 
THAT the following companies 
were recently elected as new 
members of the Incorporated 
Society of British Advertisers: 
Alloa Glass Work Co., British 
Canners,_ British Cellophane, 
Federated Sales, William Hollins 
& Co., Oldham & Son, Thomas 
White & Sons. 

+. ” * 
THAT W. J. FitzGerald, director 
of Erwoods Ltd., is making good 
progress after his recent opera- 
tion. 

* * * 
THAT civil defence publicity will 
be intensified during autumn and 
winter months. 

* . . 
THAT a recently erected poster 
giving road safety accident figures 
was taken down for the visit 
to Birmingham of Princess Eliza- 
beth because “it might offend 
her.” Birmingham councillors 
have since protested. 


You can’t lick 
Pytram . 


Full three dimensional ice cream 
display modelled in Rubber Com- 
pound 18 in. high. 


Send to-day for your copy of the 
Pytram folder on 


models. 


advertising 


for “live” publicity 


PYTRAM LIMITED 


DUNBAR ROAD, NEW MALDEN, SURREY. 


Telephone : Malden 3225/7 


W. Surrey Dane, chairman of the “Daily Herald” and joint managing 

director of Odhams Press Ltd., unveiled a tablet to Lord Southwood 

during the dedication service for a new wing of the Lloyd Memorial 

(Caxton) Seaside Home at Deal, which has been built in memory of 
Lord Southwood. 


THAT following the Conference 
a business meeting was held by 
S. P. O'Connor Ltd. at Charing 
Cross Hotel on Friday, and was 
attended by their associates: Dr. 
Max Doleschal (Switzerland). 
Jacques Grizeaud (Paris), Dr. 
Giuliano Blei (Milan). 

- * ~ 
THAT the slogan “Ireland For 
Holidays” is to appear on all 
letters passing through the Irish 
Post Office during July. This will 
mean 13 million ads. for Ireland. 

* - * 
THAT parties of members of the 
Publicity Club of London went 
on a “Little Journey” to Wembley 
to see “Skating Vanities of 1951” 
on Tuesday and Wednesday. 
Further parties will go to-night 
(Thursday) and to-morrow. 


THAT this display was designed 
by Design Research Unit for in- 
stallation in the window of the 
South African Travel Centre, 
Piccadilly. It includes a_ scale 
model of one of the Union Castle 
Line steamships. 

. ” * 
THAT at the June meeting of the 
committee of management of 
“Old Ben,” temporary aid grants 
amounting to £674 18s. 6d. were 
made. 

- * 
THAT a printing block service 
for men’s outfitters has been in- 
troduced by Trubenised (Great 
Britain) Ltd. to help retailers with 
their local Press advertising. 


THAT J. McClerey and Mrs. 
Cora May of Mayfair Advertising 
Ltd. were among the guests for 
Pearson's publication day party 
for Miss Anne Ashberry (centre), 
author of “Miniature Gardens.” 
* * * 
THAT heavy rain failed to mar 
the success of a nautical party 
staged by Legget Nicholson & 
Partners Ltd. on the Thames 
aboard M.V. Royal Princess last 
Thursday. Several couples danced 
under umbrellas on the top deck. 
a * . 
THAT Ancliffe Prince, editor of 
Power Laundry, organised a 
luncheon in honour of D. K. 
Rollit, general secretary of the 
Institution of British Launderers, 
who hes boon meres te O.B.E. 


THAT the Institute of Incorpor- 
ated Practitioners in Advertising 
has admitted H. C. Longley Ltd.. 
Birmingham, as _ incorporated 
practitioners, and Good Publicity 
Ltd., Colwyn Bay, as registered 
practitioners. 
* * 

THAT 22 hours’ continuous work 
as the awards were brought by 
relay from the ground of the 
Festival Year Royal Show. Cam- 
bridge, enabled H. H. Neve & 
Sons (printers of the Cambs. 
National Farmers Union Journal) 
to produce and deliver the awards 
list by Ge following morning. 


THAT new amendment regula- 
tions to the Town and Country 
Planning (Scotland) Act allow ad- 
vertisements indicating the pre- 
sence in the vicinity of a place of 
worship to be included among 
those that may be displayed, with 
express consent, in an area of 
special control. 
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ADVERTISERS & AGENCIES 


INDIA CALLING ? 


SUN PROCESS WORKS LTD. present compliments 
and invite your attention to the unique service they 
are able to render advertisers and advertising agencies 
interested in the development of their Indian Market. 

Correct translation, true-to-the-original setting in 
vernacular, satisfactory reproduction in the vernacular 
press are all difficult to be obtained without closer 
contact with the Indian conditions and the Indian 
Market; but they can be overcome by entrusting 
your servicing to Sun Process Works who have built 
up a reputation of being a first class block-making 
firm with skilled workmen—each one a master crafts- 
man—modern equipment and long experience. 

No matter how big or small, the same scrutiny and 
attention to details will be paid to all orders received; 
and what's more, delivered in time to catch the schedule. 


Clients’ satisfaction is our reputation. 
Let’s get together to our mutual advantage 
SUN PROCESS WORKS LTD. 


ESTABLISHED 1929 
8, Swadeshi Mills Compound, Off Charni Road, 
Bombay, 4. 


ADVERTISER'S WEEKLY 


{ELD 


wewsrarer 


Go to the Country in The Field 


To attract the attention of men and women who live, work or 
spend their leisure in the country, put your advertisement in 
“The Field.” Claims for goods or services that bear on rura 
activities and pastimes will be sure of a sympathetic hearing in 
this national country newspaper. ‘‘ The Field *’ has increased 
its circulation by over 100%, since the war—and the number o! 
its readers is still growing. ‘‘ The Field "’ covers all parts o 
the country. Let it deliver your message everywhere it goes 


The Field ruc counter newsavee 


ADVERTISEMENT MANAGER: A. NELSON ALLEN 
8 Stratton Street, London, W.! ° Telephone : Grosvenor 3592 


MEMBER OF THE A.B.C. 


Octogenarian 
grandfathers 


were still in their twenties when 
the BAKERS’ REVIEW was first 
published in 1888. To-day the 
baking industry, as in grand- 
father's time, looks to the BAKERS’ 
REVIEW for information and 
guidance on every topic of in- 
terest to the trade. This modern 
weekly trade journal provides a 
digest of news and Official 
reports, special features, technical 
articles and pictures. This is your 
medium if you are Selling to the 
baking industry. Almost every 
reader is a master baker, the 
man who spends the money and 
a potential buyer. 


Specimen, rates and circulation details from : 


BAKERS REVIEW 


(Published by National Association of Master Bakers and Confectioners) 


1 Buckingham Palace Gardens 
London, S.W.1 


Telephone: SLOane 0341 (4 lines) 


Do you know that the first post-war International Baking and 
Confectionery Exhibition is being held at Olympia from 
September 29 — October 4? 

Special covering issues are being published, details of which 
will gladly be given on request. 
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ADVERTISER'S WEEKLY 


For a superior finish on 
printed matter use 


at your printer's premises. 


Full details 


21 Woodthorpe Road, 


“MORANE’ 


‘“MORANE’ HEAT SEALING 
TRANSPARENT PLASTIC MATERIAL 


Can be fixed with a small press at your own or 


Demonstrations by appointment only. 


MORANE PLASTIC CO. 


showcards and other 


from : 
LTD. 
Ashford, Middlesex 


Redferns are the original makers of rubber mats for counter and 


floor space advertising. Write for 
folder to: 


full particulars and illustrated 


NATIONAL ADVERTISERS’ DIVISION 


REDFERN’S RUBBER WORKS LIMITED - HYDE - CHESHIRE 


EXHIBITION STANDS 
DISPLAYS 
LETTERING 

POSTERS 
SERVICING 
AND STORAGE 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
VICTORIA - S.W.I - TEL. VIC 0912-3 


ROTAPRINT & MULTILITH USERS 
We offer you a speedy Photo-Litho service 
that is second to none.... Our speed is 
your asset. 
For QUALITY and RELIABILITY 
Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 


3 Academy Buildings, Fanshaw Street, N.! 


RENART 
STUDIO LTD 
EALING 3362 


» 4 
a sa 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.1I 
Tel. Nos. Battersea 5300 & 4886 
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A.A. Examination Results 


The following are the diploma 
examination results of the Adver- 
tising Association: 

First three candidates in each division: 

DIVISION A. M. Dalton, 
London, S.W.1; 2. Jill A. Churchill, 
eS ese John C. Mantel, Sutton Cold- 

id 


Pra os vee | | R. J. Cowen, Lon- 

J. Josling, St Albans; 
¢ "A ‘ pt RA Maida Vale, London. 
DIVISION C.—1. F. Stillwell, Friern 
Barnet; 2. Bernard Marsh, Birmingham; 


J Dresler, 
Bandy, Colchester: 3. 


Ww Capleton, Wirral 


Final Section 


The following obtained the Diploma of 

the Advertising Association:— 
_DIVISION D.—Good Pass: Capicton, 
W.; Dresler, J. H.; Musk, G 


Pass: Binns, Miss M. M.; Coggan 
F. C.; Moss-Blundell, E. R.; Anders, 
W. _E.; Alexander, H. C.; Fazakerley, 
P. N.; Foster, Miss B. M.; Mackintosh 
D. M.; Millar S.; Pounds N.; 
Rayner, E.; Souray, D ; Waite, A 
Watt. W ; Westing, K. M. H.; 

A.; Rogers, 


Murray, W. D.; Attwood, N 
WwW 


DIVISIONS C & D.—-Good Pass in 
both Divisions: Bandy. R. D.: Barlow. 
F. B.; King, W. H.; Robinson. K. T 

Good Pass in C, Pass in D: Brewer 
G. P. S.; Cole, G.; Mievilic, Miss M. E.; 


Stillwell,’ F.; Wilson, A 
ass in C, Good Pass in D: Shaul, 
A.; Smit 


Marquand, E. B.; O'Hea. R. J 
Robinson, T. F. C.; Rycroft, R.A; 
Swindells, A. F. P.; Thrower, J.; Walker. 
A... Wedd, 

Other results ‘in the Final Section:— 

DIVISIONS C & D.--Pass in C only: 
Carter, L M.; Creed, W Davies 
R. G Mack, H. J.; Pennock, Miss 
E. C. M.; Rae, N. R 

ave C.—<Good Pass: Caunter 
dD Marsh, B.; Smedicy, C. G.; Carter, 
H ra Kem. B. H. G.; Parry. D.C; 
Hall, S. A.; Earl, D. J. S.; Starkey, E. 

Pass: Hogan, Miss R. J.; Smith, V. J; 
poner, D. J; 7 ey A. L.; a 

M 


Brooks, J Foot, E. A 
ROR, 2 oom, GC. C 
Nicholls, C. H.; Osborne, K. C. A.; 
Perry, D. E.; Pointet, P. E. J.; Scott, N.; 
Sheppard H.; Tomlinson : 


H : 
Turner. H. E.; Ward, Miss P. M.: Row- 
lands, J. O. 
Intermediate Section 


The following obtained the  Inter- 
mediate Certificate:— 


DIVISION B.-—Good Pass: Belton 
N.; Durrant, L. L.; Cowen, R. } 
Johnson, A 


Beckett, Miss S.; Hawkes, W.; Crouch- 
Smith, A.; Allan, R. G.; Brown, E. C.; 
Carter, S. J.; Challis, BE. W  F 
Clark, P. 75 By Cuthbert, J. B.;. Evans, 
P. | er, J, F.; Hayes, J. F 


te " 
Hovell, J q- Hutchings. P.; Kalp. J. L.; 
Le Brun. C.: Lewis, J. W.; McKenna 
K. A.: Meggitt, J.; Olsberg. M 
B. D. B.; Pointet, L. P.; Rose HE; 
Saunders, A. F.; Whittam, R. H. Wil- 
son, J. I Wrightson, G. | 


nm IckS 
; Pollitt, H. W hod al 


N.; Jessup, rn Lo 
” pay ISIONS 


& B.Good Pass in 
both Divisions: Rie Wy. 3s 


Pentlevitch 


pd in A, Pass in_B: Cormic. 
A.; Mantell, J. C.; Old, R. D.; Robeson 
J : Wilson F 
Pass in A & B: Bliss, W. S.: Fletcher, 
A J.; Gutteridge. J. R.; Hopwood, P : 
Jackson, G. 1.; Laverton, H. M.; Lavin 
B. J; Leeds, P ocke Ww. 
Martin, H. R.; Race, A. C. R.; Roberts 
E —, — om Vajildar, M.; 


DIVISION A Beef SYLLABUS). 
‘ass: Brown, E. ; Lipman. P 

Other results BS the Intermediate 
Section: 

DIV ISIONS A & B.--Pars in A only: 

R.; Hopkins, D. G.: Lavender 

R._ T.: Newman, D. W. S.; Scou. W. D: 
Watts, Miss J. C 

DIVISION A.--Good Pass: ( pure r 


Miss J ; Rowe, J.; Hunter 
Bailey, G. E. J.; Craft, D, F.. Dahon 
iss ; Davis, B. F.; Deadman 


J.: Earl, P. S.; Long, R. I: Lowe 

; Madigan, Miss C. J.; Matthews 

re —, H.' J.; Hott, K : 

Ryall, A.; Stayner, A White 

DD. Fes "Conta K. W.; Wadkin, Miss 
M 


Pass: paler, + med 3 L.; Pee, . 
Hyde, Mar D Metson, 
Cc. M.: SF. D 'W.; Tayior. a= 
Hunter, A. F.; Kiernan, P.; Wilkinson. 
H. C.; Bull, J. W. C.; Cordon ee 


; Gant, > 
va: H. D.; aE es i E.; Gerson, 
. B.; Graham, S. G.; Hance, R. W.: 
Hiansip. Miss 3: Hanson, R. C.; Harn- 


. —— ‘- = 
Gibson. Miss i; Lom 

: ©. RY J. R: 
.; Musgrave. R. F.; Pain, 
K. A.; Pearson, A. C.; Roberts, D. B.; 
Rossi, P. C. J.; Sawyer, R. J.: S > 
Miss M. ©.; Simons, A. E.; Stannard. 
R. C.; Staples, J, A. T.; Steer, H. L. G.: 
Stracey, J. M.: Streeter, V.; Teff, M. D.: 
: 3 ye Waddell, G.'P. H 
ley. E. ; Williams. R. S : 
7. Maas pee S, Bs 
Farmer. , ee 


Evans. J 
Marshall, A.; Metcalfe. 
homason, J, H 
Ward, D. T.; Perrett, ij 


Hulton Scholarship 


Winners 


Winners of the Advertising 
Creative Circle “Hulton” scholar- 
ships, made possible by the pre- 
sentation of £5,000 to the Circle 
by Edward Hulton, were an- 

nounced by the Circle's president, 
Harry Jones, at the Creative 
Forum luncheon during the Inter- 
national Advertising Conference 
last week. 

The scholarships, for post- 
graduate training in an advertis- 
ing agency, are worth £250 and 
were awarded to four prospective 
copywriters and four prospective 
designers. 


Vaughan, L.: 


Winners were: Miss Mavis 
Mainwaring, J. H. Butterfield. 
H. Oakes, D. J. Jonson 


(writers), and Miss D. J. Evans, 
M. Savage, D. Miller, and J. H. 
Holdcroft (designers). 


I.S.M.A. Test On 


Price Maintenance 


The first of a series of meetings 
to be arranged all over the 
country by the Incorporated Sales 
Managers’ Association took place 
in Leicester to discuss the Govern- 
ment’s proposal to abolish re-sale 
price maintenance. 

Leicester 1S.M.A. branch in- 
vited local retailers and the secre- 
tary of the Leicester Chamber of 
Trade, E, H. Bosworth, to listen 
to B. W. Olver of Coventry on 
“Does price fixing make for better 
sales management?” 

1.S.M.A.’s_ director, D. R. 
Griffiths, stated that meetings 
were being arranged all over the 
country to find out members’ 
opinions on the Government's 
White Paper on re-sale price 
maintenance. LS.M.A. is now 
making out a case to be presented 
to the Government during the 
autumn against the White Paper's 
recommendations. 

Mr. Olver said: “If price main- 
tenance is abolished the retailers 
will soon be impoverished. They 
will come under fire from all 
sides: from the manufacturers, 
from the customers, and from 
their fellow retailers.” 
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Publications 


New Monthly For 
Fish Trade 


A new monthly magazine for 
the fish trade is to be published 
by Blandford Publications, a sub- 
sidiary of Blandford Press. Fish 
Industry will be crown quarto 
format on art paper throughout, 
and its appeal will be to execu- 
tives throughout the fish industry. 
As an advertising medium it will 
appeal to all suppiiers to the fish 
trade. The editor is H. Pearce 
Sales. who is also controlling 
editor of the monthly magazines, 
Hotel Management, Catering 
Management, and Travel World. 
The advertisements will be the 
responsibility of Edgar Leigh, 
who recently resigned from the 
advertisement managership of 
Store to take up this appointment. 

* * * 


Only firms that were in existence 
in 1851 are advertising in the 
Festival number of Bandwagon. 
The whole issue of 96 pages (plus 
covers) is devoted to a portrayal 
of England in 1851. 

Contemporary type, engravings, 
and paintings of the period are 
used to help present a realistic 
picture of life a century ago— 
with its morals, manners, politics, 
fashions, crime, and recreations. 

* * 


“Open-air Girls” are being in- 
vited to enter a new competition 
run by the Daily Herald, 
Marjorie Proops, the woman's 
editor, will choose from photo- 
graphs the best seven, who will 
be announced in the Herald be- 
tween July 30 and August 4. 


” * * 

The “Sports Argus” Football 
Annual for 1951/52 will be pub- 
lished next Wednesday. Edited 
by R. Haynes, editor, Sports 
Argus, it will cost Is. In addition 
to the official _Football League 
fixtures, playing staffs and last 
season’s performances, there are 
detailed records of the past foot- 
ball season, 16 pages of pictures, 
cartoons, and sections devoted to 
schoolboy football and the Rugby 
Union code. 

* * 

Advertisement rates for Scope 
are to be increased approximately 
per cent from the October 


Display Artists 
Silk Screen Printers 


ADVANCE 
PUBLICITY 
LIMITED 
149 WARDOUR STREET 


LONDON, W.! 
GERRARD 8236 


179 


OPENING 
FOR 
SMALL 
AGENCY 


Medium - size London 
Agency, having spare 
capacity, invites confi- 
dential correspondence 
with a smaller concern 
to consider a working 
arrangement of mutual 
advantage. Openings 
also for experienced 
Contact men. Write 
Managing Director, 
Box 10392 


Advertiser’s Weekly 
180 Fleet Street, E.C.4 


Consult 
G. F. TOMKIN LTD 


FOR THE PRINTING OF 
MONTHLY PUBLICATIONS 


GROVE GREEN RD., LONDON, E.1! 
DAY AND NIGHT PRINTERS 
TELEPHONES : LEYTONSTONE 1164/5 


Local 
Government Service 


Local Government Service is the 
only journal of its kind to reach 
all Government personnel—from 
Town Clerk to typist—all over 
Britain. For full details contact 
Reginald Harris Publica- 
tion Ltd., 12 Stanhope Row, 
London, W.1. Tel. GRO 3879 


POSTERS 


TICKETS SHOWCARDS & DISPLAYS 
HANOWRITTENM OR SILK SCREENED 


REGINA STUDIOS ‘SIGNS A DISPLAYS) LTD 
e7 BOSTON ROAD. HANWELL W? 
Personal Attention to all Enqu 
Compiere & Guaranteed Service in the Fullest im, 


YOUNG LADY, 20, 
considerable office with 
some typing, secks we to 
— as production assista 

377_Ad. Weekly 180 Fleet St EC4 

YOUNG SOUTH AFRICAN requires 
studio. experience, figure and Icttering, 
conscientious work for opportunity and 
moderate salary 
Box 394 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT MANAGER | first- 
class salesman with 


20 years’ experi- 
ence in space selling 
Box 418 Ad Weekly 180 Fleet St EC4 


IDEAS - COPY - VISUALISING Copy 
Chief with wide experience of National 
consumer and —. 
> Saar Please 

_ Box 329 Ad. Weekly 180. "Fleet St EC4 

MAN, zr four years’ commercial, indus- 
trial photography. 1B -. Intermediate, 
seeks progressive posit 
Box 369 Ad. Weekly 180 Fleet St EC4 


ART 
DIRECTOR 


of London Advertising Agency 
desires to make a change and 
will be pleased to hear from 
Agencies, Publishers and 
others who may be interested. 
A good salary is required in 
return for sound experience 
and keen co-operation. Lon- 
don preferred but provinces or 
abroad will be considered. 

Full details will be given on inter- 

view, write 


good education and 
experience, 


Accounts, 


Box 412 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PUBLICITY MANAGER, ex-serviceman, 
age 46 secks position with firm prefer- 
ably specialising in the manufacture of 
Agricultural Implements or allied trade. 
Extensive experience, organising. ficid 

. Press conferences, sales promo- 

publishing for 

world-wide Organisation, both at home 
and abroad Highest credentials 

Box 375 Ad. Weekly 180 Fleet St EC4 


FREE LANCE SERVICES 


FREE LANCE COMMERCIAL ART 
SERVICE. original work or finished 
working Grawings. 

_Box 348 Ad. Weekly 180 Fleet St EC4 

RETOUCHER. long experience, secks 
additional clients. 

Box 343 Ad. Weekly 180 Fleet St EC4 
iF 11'S GOT TO BE FUNNY! Robert 
(Starving Artist) Brett for anything 
from a_ Poster to a. ae Card. 
Pnoee TEMple nee 74 a 

FLOWER DRAWINGS = specialist 
Box 395 Ad. Weekly 180 Fleet St BC4 

FREELANCE ADVERTISING SER- 
VICE. Press Lio sg brochures dis- 
plays, personal servic 
Box 373 Ad Weekly. 180 Fleet St EC4 


BUSINESS OPPORTUNITIES 


SMALL, RECOGNISED Provincial 
Agency shortly acquiring London 
Offices, desires contact with similar 


agency with view to amalgamation or 
working arrangement. Aim is to pool 
overheads and administration No 
capital required and only energctic, 
working principals with sound busi- 
nesses need reply 

Box 396 Ad. Weekly 180 Fleet St EC4 

PHOTOGRAPHIC BUSINESS for 
fully equipped, near Fleet Street 
Box 409 Ad. Weekly 180 Fieet St EC4 

OVERSEAS DELEGATES are invited to 
call at the offices of W. Partridge, 23 
Bioomsbury Square, W.C.1, where they 
can see the work of English Commer- 
cial Artists. 

DISPLAY AND SIGNWRITING BUSI- 
NESS for sale ‘in major South Coast 
Town. Spacious frechold premises with 
shop window display, work rooms and 
nice flat Accounts with 
traders. Regular work ensui 

Box 410 Ad, Weekiy 180 Fleet St EC4 


sale, 


leading 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


(Continued from page iii of cover) 


APPOINTMENTS WANTED | BUSINESS OPPORTUNITIES 


UNUSUAL OPPORTUNITY FOR 
PUBLISHERS— 
Specialists in Circulation promotion 
can accept two additional journals. 
Direct mail andior personal canvass. 
Area, national or overseas campaigns. 

Write in confidence 


Box 316 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PARTNERSHIP AVAILABLE in estab- 
lished commercial photo studio, £1,000 
worth of equipmem. Half share, £750. 
plcsander.. Thanet House, Craven 

oa 


SHOW CARDS, CUT-OUTS, 
Book Jackets, Advertising Folders, 
etc., by photo-litho of letterpress 
(own photo-litho process plant.) 


| CARILLON PRESS LTD. 


Fine_ Colour Printers, Bounemout 
| clephone: Boscom 


36835 
London Office: 98-100 Fleet St., ECA. 
Phone CENu«tral 1740 


PRINCIPAL with long practical experi- 
ence and first class contacts, requircs 
interest in Display firm, London area, 
with facilities and produce multiple 
display units 
Box 421 Ad. Weekly 180 Fleet St EC4 


OPPORTUNITY POR 
ENTERPRISING AGENCY 
Letterpress Pusiness for sale 

London. 25 minutes to City 
£13,000 p.a. Well equipped for pro- 
ducing good advertising 
matter particulars 
appointment to view apply: 


ang 


Box 420 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PHOTO-UNION LTD., 
| Services and tactics 


Studio — i2 
| Soho Square. 184 


. GERrard 7 


| FOR SALE 
Trades Directories well known (Four) 
Dlus various other - 
Capital required. 
Sale includes all 
unfulfilled orders and 
office and furniture 
has other interests. 
first instance to 
Box 419 
Advertiser's Weekly, 180 Fleet St., E.C.4 


User 


| 

A NEW METHOD for importing s 
superior iinish to Showcards, Sales Lists, 

Catalogues. Drawings and other Drinte ted 

matter Morane Heat Sealing Trans- 

parent Plastic material. Full ae 8 

lars from Morane Plastic Co Lid., 

pas. thorpe Road, Ashford, M 


"ACCOMMODATION 


| ag STORAGE space available for 
} Yisplay units an Exhibition stands. 
W. Artists Lid., i6la Swand, W.C.2. 


#. Attractive Exhibition Stand, 
unique design, moderate size, perfect 
condition, can be adapted to buyer's 
requirements, £50. Send for details 
and photogra 
Box 408 Ad. Weekly 180 Ficet St BC4 


PRINTERS 


| LONDON LETTERPRESS PRINTERS 
for printing for high 
haif- tone and jobbing 


Ad. Weekly 180 Fleet St BC4 


im SPECIAL ANNOUNCEMENTS 


*’ 381 


See July 12 issue of Advertiser's 
Weekly, pages 122 and 123 for 
the Advertising Services & 
Supplies Section. August 9 
will be the next issue containing 
these services. 


all photographic © 


a 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


An internationally known Commercial 
Motor Vehicle Manufacturer invites 
applications for the post of 
of its House Magazine, circulating all 
over the world. The position calls for 
a journalist possessing a wide practical 
knowledge of the Commercial Motor 
Vehicle industry, with thorough ex- 
perience of producing a magazine of the 
highest possible standard. He will 
maintain a very close liaison with all 
departments and be capable of present- 
ing their contributions in a lively, 
interesting and modern style. It is 
desirable that the editor should be well 
known to the industry and its Trade 
Journals as the post carries with it the 
duties of Public Relations Officer. 
Applicants, who should be not less than 
30 years of age should write giving 
fullest details of their experience and 

qualifications to 


Box 338 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISING AGENCY requires 
intelligent junior shorthand typist for 
invoices, Must be reliable, aptitude for 
figures necessary. 5-day week. Call 
Crane Publicity Ltd., Quality House, 
Quality Court, Chancery _ Lane, W.C.2. 

WANTED, Bir and 
Representative to act as Agent on be- 
half of the Electric Newspaper now in 
Operation in Blackpool. 
contact with leading 
Agencies, and preferably resident 
Birmingham. Electric News Lid., 

ward Street, ee a. 
TEMBER in the in the 


Agency. 
Really progressive appointment for all- 
round artist with some agency ability. 


a a od, 


Box 354 Ad. Weekly 180 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS eg 3s. 6d. ~ line, 35s. per display panel inch. 
APPOINTMENTS WANTED, 3s. display panel 


A vacancy occurs for an agency- 
tained to dinat 
creative work in Glaxo Labora- 
tories’ Advertising Department. 
Applicants must be able to 
visualise in copy and layout, 
and to place and guide modern 
artwork, typography and photo- 
graphy. Good experience with 
ethical medical publicity material 
is very desirable. The post is a 
senior one, and pensionable. 
Write, enclosing a few examples 
of typical work, with details of 
career, age, qualifications, and 
salary required, to the Senior 
Personnel Officer. 


GLAXO LABORATORIES LTD. 
Greenford - Middiesex 


plicants must be 


under sev insertions MUS 
Weekly,” Teo Fleet Street, London, E.C.4. CHAncery $844, 
LEADING LONDON AGENCY requires 
an experienced research man to manage 
their research department. He should 
be experienced in dealer, corsumer and CREATIVE 
and controlling such, and any other, 
x Salar commensurate EXECUTIVE 
Box 359 | Ad. Weekly 180 Fleet St EC4 
JOURNALIST (iady required). Int terest- 
a person with good experience in both 
reporting, feature writing, and sub- 
editing for high class monthly company 
publ cation. ‘S}-day week, permanent 
over 25, enthusiastic, loyal and used to 
hard work. Write, naes qualifications 
and salary required t 
Box 402 Ad Weekly 180 Fleet St BC4 
required by London publishers 
for a group of high quality 
technical Journals. Must have 
ience and be used to interview- 
ing at highest level. Commen- 
cing salary £520+15 per cent 
commission and expenses. 


APPOINTMENTS VACANT 
media surveys and capable of initiating 
ing post in an old established firm for 
Position London. Ap 
ADVERTISEMENT 
had sound space selling exper- 
Write in strict confidence 


~ Noom SHORTHAND/ TYPIST: — 
orthand/typist required for a 
cane London Agency Progressive 
position, five day week and good salary. 
Agency experience not essential. Write 


Box 372 
Advertiser's Weekly, 180 Fleet S¢., E.C.4 fully, stating age, experience and salary 


required to 


IND ARTIST Box 400 Ad. Weekly 180 Fleet St BC4 

GENERAL ARTIST, age about 30, for 
Country (Bucks) Letterpress Printers 
and Manufacturing Stationers. Letter- 
ing, designing, layouts, some retouc 


EXPERIENCED 
on a Write, details and salary re- 
quired to 
Box 379 Ad. Weekly 180 Fleet St BC4 


Two 


ADVERTISING 
ASSISTANTS 


are needed for the Publicity Department of a Dewy 
large Industrial firm in London. They will probably 
be between 26-33, and now working as either 
Assistant Account Executives in Agencies or as 
Assistant Advertising Managers. They should have 
a complete grasp of Printing and Production, and 
some creative ability would not come amiss. Any 
previous knowledge or experience of the Gas 
Industry, Plastics or the Stationery Trade would 
be a useful but unessential qualification. 
£750-£850. Applicants should write, giving full 
details of themselves, to 


ing. Small two roomed flatiet avail- 
able, Pension scheme and Life Assur- 
ance. Specimens and salary, marked 
“Confidential” to 

Box 378 Ad. Weekly 180 Ficet St EC4 


DISPLAY / PACKAGING DESIGNER 
required with marked creative 
ability and wide experience of 
all production protiems. Write 
fully, age, salary, etc. 


Box 39! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


Jury 19, 1951 


APPOINTMENTS VACANT 


ADVERTISING MANAGER of large 
concern Oceds young assistant with 
some experience id be 
witted. methodical 
Sapenaes, 

eipful. te 
Advanhdie Lid., 
London, $.W.7 


SECRETARY REOU TRED to assist 
Advertising Manager of manufacturing 
firm in Acton district. Interesting post 
for young lady with some knowledge 
of, wishing to learn ge 
about publicity. bet we 
ence and salary req 
Box 404 Ad Weebly 30. ‘Fleet St BC4 

DESIGN CONSULTANT, — package 
designer requires assistant, Experience 
of packaging and exhibition work an 
advantage. Good lettering and crea- 
tive ability essenti successful 
cant will be required to work in ‘Sussex 
under ideal conditions. 
instance stating salary required 
Box 401 Ad. Weekly 180 0 Fleet St BC4 


HAWKE STUDIOS LTD. 
want additional 
FIRST CLASS 
LETTERING 
ARTISTS 
No beginners please. 
Apply with specimens 
to 
Studio Manager 
HAWKE STUDIOS LTD. 


22 Chenies Street, London, W.C.! 
Telephone : MUSeum 7441 


sh em 


End commercial photographer. 
ous salary and commission for the right 
man, but only those with an “established 


Gener- 


_fard 1157 for an appointment. 

A PRODUCTION ASSISTANT. experi- 
enced in all forms of production 1 and 
print and capable of preparing 
type layouts and adaptations, who 
lieves he is ready to take charge of pro- 
duction department small, rapidly 


PUBLICITY MAN wanted by enterpris- 
ing Engineering Firm_ specialising in 
and Packaging Trades, must be 


writing and 
Apply FORDS CEINSBURY) 
2D, Chantry Avenue, Kempston, 
I CLERK wanted by 
leading Catholic newspaper, capable of 
dealing with copy, bookings and re- 
cords. Typing an advantage. Apply by 
letter, giving details S age, experience 
and salary required 1 
Box 384 Ad eWeekly “180 Fleet St_EC4 
WANTED—A Marketing and Publicity 
Executive capable of assisting in the 
development of sales policies and con- 
trolling an _ Advertising Department 
engaged on Technical Press and Cata- 
logue Work for a wide range of pro- 
ducts, most of which are connected 
with mechanical power transmission. 
Applicants should preferably be over 
35 years of age. Address replies (to be 
treated in strictest confidence) to S. B. 
Hainsworth, Managing Director, J. 
Fenner & Co, Ltd., Marfieet. Hull. 
SECRETARY REQUIRED by Advertis- 
ing Manager of Gestetner Duplicators. 
Good shorthand-typist with ability to 
type from Dictaphone. 
ing to ability 
restaurant on premio, 


Salary 


Box 41! : ease ‘Tid., — ising 
x . 3 u Aldwych 
mdon. W.C.2. 2 


Advertiser’s Weekly, 180 Fleet Street, E.C.4 


DESIGNER t +~DRAUGHTSMAN—Young 
display and exhibition designer with at 
least two years’ studio experience re- 
quired _by 
large Company in 
North Apply in writing, stating 
ae and salary required, 

Box 374 Ad. Weekly 180 0 Fleet St EC4 


Publicity 


Department of 
Engineering 


’ Phone your Classifieds 


West End Agency, ‘should 
apply in writing giving full details. 
Box 406 Ad. Weekly 180 Fleet St EBC4 


LAYOUT AND 
PRODUCTION 


A layout and production man is 
required by busy Publicity 
Department of major national 
cinema circuit. Main duties will 
include production of monthly 
house magazine and another 
quarterly journal, but he will 
be expected to take active 
interest in other aspects of film 
publicity work. He need not be 
a journalist but if he can write 
: little, so much the better. 
We are not looking for some- 
one who is “‘willing to learn.” 
The man we want has imagina- 
tion, a modern approach, knows 
print, is capable of ordering his 
own blocks and will produce 
bright and attractive publica- 
tions, ON TIME, from the 
material handed him by a good 
editorial team. Write, giving 
full particulars (no specimens 
yet) and salary required, to 


Box 390 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


YOUNG MAN required to ~~ post of 
Advertising Manager with a long estab- 
lished Furnishing Store in Wilshire 
Box 405 Ad. Weekly 180 Fleet St EC4 


to CHA 8844 (Ex 23) 
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meeyury 19, 1951 
APPOINTMENTS VACANT 


BRITISH EUROPEAN 
AIRWAYS 


have a vacancy for an experi- 
enced display man as Assistant 
Display Officer. Qualifications 
required are an up-to-date 
knowledge of materials used in 
display, the basic principles of 
display design and production 
and ability to supervise Stand or 
Unit construction. Aged 30-45 
years. Applicants must be pre- 
pared to travel. Salary scale 
£545-£695 per annum, according 
to qualifications. Applications 
with details of age, experience 
and qualifications to Personnel 
Manager, B.E.A., Keyline House, 
Ruislip, Middlesex. 


PRINTING. A A representative, young and 
keen who wishes join a medium- 
sized Printers now womens and 
putting in new write 
pam BS age, experience and salary re- 
Box 07 Ad. Weekly 180 Fleet St BC4 

ARTIST: We require a good 
General Artist, age 
for the sudio of a 

ition 


sal roy essive and 
oe alary rite mating age, experi- 
eguired to 


Se 390 Aa Weeki 180 Fleet St BC4 
RETOUCHER required —whh firs class 
jo experience. Good condi 


production man 
a experience. Write 
ince eving full details < 
experience salary uired 
Box 393 Ad. Weekiy 180 Fleet St EC4 
aUNIOR — ASSISTANT required for 
Information Department leading 
London fbvenisns Agency. * prcellent 
elligent, well-spoken 
. Typing an advantage 
Box 403 Ad, Wéekly 180 Fleet St BC4 


JOURNALIST 

Li required to take on the writing and 
editing of HOUSE ORGANS, freelance, 
for a London Agency. Please write and 
if possible include returnable specimens, 
to 


Box 370 
Advertiser's Weakly, 180 Fleet St., £04 


ACCOUNTS ¢ Aas, male or female re- 
quired by West End Agency. Must be 


typist and quick at are. 
Robins, MAY fair 4. 


and salary 


required for 


have initiative, sense 
responsibility. Apply iting: 


Box 380 Ad. Weekly 180 Fleet St 
Ob” ESTARLISHED" Conpsny reat 
experienced space salesman for 
class = - > ~—x-lee 
Box $71 Ad. Weetly 180 Fleet St BCA 


CLASSIFIED ADVERTISEMENTS 


ee. Se se 


ADVERTISER'S WEEKLY 


re Un WeNTs 4 VACANT 


advertisement and 
i4 Ad. Weekly 180 Fleet St BC4 


quired Outdoor of * wea 
leading West End Agency Box 416 Ad. LESS «ass 
GERrard 5482. 
| ° 
with some accounts of his own, ASSISTANT 
teodioms-cised cave blished an red 
End Agency, Comensnsurate’ salary, ACCOUNT EXECUTIVE 
Box 414 Ad. Weekly 180 Ficet St BC4 required by London Agency 
SP. SA ed 
London sive of group of Salary £350 — £400 
SS, Se i 
supplied p= hy on ad €% 
Really worth while income to experience 
wow worker Write tall dels tn A gs 
Box 417 wi 
Ae Weekly 180 Fleet St BC4 | | svertioar’s Weakdy, 180 Fleet St, LCA 


terms. R. first instance 
Box 413 Ad. Weekly 180 Fleet St BC4 


A LADY SECRETARY IS 
INVITED TO APPLY 


for an imneqens post as assistant to 

ae London Agency a 
tions: age, not yg R. nak, 

Volts - college and ing. 

4 

Shorthand/typlng. impeccable. Ex- 

some and 


Perience, 

general commercial Moet know and 

pe able to apply and instruct juniors 
office methods and 


Box 425 
Advertiser's Weekly, 185 Fleet St., £.C.4 
or phone GRO 2865 or CUN 5752 
any time for appointment. 
THE NATIONAL FPARS ot Lig Jt 
editorial 


PP = i 
“The. ‘Brith Shoeman 


or F 
Write 


stating age, experience, salary 


uired to 

Bex 383 Box 423 Ad, Weekly 180 Pleet St BCS 
Adverts Weal, 00 Reet 864 | | ecmmaCAL ——— expeicoced 
oxtes of 

SALES REPRESENTA’ aes are a 
for Cinema ang Theatre medias. Tele- Ee with oe fotorne sub- 
phone: City 2710. loots 9 
WANTED, ‘West London. ‘outh ¥ jeumatics, trans 
with artistic ability for poster mm mission equipment, steam etc, 
play work. Will taught trade. = Jig. Tool and Die practice—all types of 

. Permanency, good tooling. Full details of 


Box 385 Ad. Weekly 180 Fleet St BC4 


ti perience (po 
Box 422 Ad. Weekly 180 


i fics 


We're still looking) for a 


VISUALISER 


If you are a really top-line visualiser working on 
a group of accounts in one of London’s leading 
agencies and feel that your experience and ability 
warrant a change for the better, we would like 
to hear from you. 


The man we seek is already earning a good salary 
and he knows he’s worth more. We are not interested 
in normal humdrum competence. We want flair and 
unusual ability. if you can’t match this need, please 
don't waste your time or ours. If you can, let us have 
a factual letter saying what you've done, what you are 
doing, and what salary you are getting, 


The job Is one of unlimited scope for the right 
man. 
Write: ART DIRECTOR 


SERVICE ADVERTISING COMPANY LTD. 
77 BROOK STREET, LONDON, W.! 


Phone your Classifieds to CHA 8844 (Ex 23) 


correctly first time. with Progressive. _ for youss man 
Store Advertising will be valuable. He COPYWRITER with ability to do rough experience, W. to The 

will work, on occasions, against time, egouts by trade for Director me fs Lear Press 
but will be given ample opportunities pubiamers. Drury House, Russell Street, 
@ quit en ater ef tem vermaaie quick a, 9 some re, W.C.2, 

accounts. Write giving details of Hi Pastion, Textile 


APPOINTMENTS WANTED ; 


LADY—« ee advertis- 


todustrial "relations, H 
Bor 388 Aa. Weekly 180 Fleet St EC4 


ADVE Ser "SE 


aie it “ane gent 
etc. are in ur, 
need of staff Teteny Burea’ 
Excel House Street, Wce 
(WHiteball” ‘328. We specialise 
SMART YO! desires position 


OPEAN in y 
pF ao with may year! 
in India, seeks 


tion preferably but not exsentially— 


Bon 37 576 Ad. Weekly iso" Fleet br BCs 
GENTLEMAN G3). wide engine 
cc im executiv ty eh 
Derienc x 


cal author, 
publicit \— =, Ppamphiets, etc.. 
one interesting and = progressive 


— 

Box 387 Ad. Weekly 180 Fleet St BC4 
SCREEN. Ex all-round 
man, 38. Layouts, lettering, wd 

experience, some knowledge of 

press, yt 
sentation. London area. 

Box 346 Ad. Weekly 180 Fleet St BC4 
(Continued on page 179) 


; pisited “a ee SEEN Se a 
aa Le 
eS 

—<A good opportunity is offered to 
; APPOINTMENTS VACANT right ‘person with established  connec- 
tions, by a well-known and old estab- * 

f lished London Studio specialising 7 

ee 

‘ 7 

ae a cea ” 

. 

. 

d leasant conditions Well paid 

; permanent position Write full 
particulars to 

YOUNG CREATIVE THE MAKERS of world famous women's i 

clothes require Press public rela- f 
f wide Press and iblic imeres. In 
addition to expertence and extensive 

required by Leading London Agency. Prom contacts, suum be able 2 ee : 

blicit ays im stores & meet oe 

Must be able to use type effectively and | aoe A og BR - B . : 

hy, 

COMPTOMETER OPERATORS required aid 

for temporary work—West End, City ‘ 

: and London suburbs. Travelling Boi 
allowance. Occasional and permanent _ 
vacancies for es Aer —- operators 4 bi’ 
only. Write, x Calculating Ser- a 

“f vice Lid., High Road, Chadwell Heath, dl 

Box 389 Ad. Weekly 180 Fleet St BC4 4 ; 
| HOUSE MAGAZINE EDITOR secks 
| fresh appointment; good writer, expert o ic 
: | a 
ke 
ee | fi 
| YER; ‘ . i. 
| — Man, 35, shorthand4ypist, 15 years’ § 4 
| Fleet buying and progressing experience in ff } 
5 pa = a f : 
years . income , a 
~ Sag salary. reative Verusing ee mobile, At. secks fn | 
Artists, Iid., 8 and East Harding ! y 
Street. E.C.4. right-hand we Hy ne manager. ff 1 a 
PRODUCTION: Vacancy will shordly fi es 
; Occur in & London Agency for a first Advertia«s’s Weekly, 180 Fleet St., £.C.4 } a y 4 
: § = 
i 
ee By. 
Fi a 
i 
; ss . 
in Display Studio as general ‘actotum! aah 
Le. Interviewing yg ig is = 
studio wae. -casary. 7 / 
_ displays, exhibitions and A % i 
- Box 333 Ad, Weekly 180 Fleet St B = 
* e. 
- AMBITIOUS i: 
young designer /layout man with four | : 
a ie as free-lance, seeks [. | 
permanent post. Good : 
education and knowledge of typo- . : 
| A ld 
Box 393 a 
Advertioer’s Weekly, 160 Fleet S¢., E.C4 - 
: iss ih ~— el Me 
PRODUCTION MAN wanted. Salary ES 
Soeneting to age and experience. Write, ~ 
wing full details of cupecince to . 
Production Director, S. Benson, eferences exchanged. Write Box > 
Lid., Kingsway Hall, W.C.2. c/o Walter Judd Lid. 47, Gresham , 
WEST END AGENCY) bas a vacancy Street, London, B.C. bs 
tion. O ~All Agency ‘work pre- k: tt high rf 
. ne socks a tion wi # fe 
ferred. Particulars of age, experience salary A ser thorough y apable a ie 
EEE required to f. 
Box 386 Ad. Weekly 180 Fleet St BC4 st 
ADVERTISEMENT MANAGER wanted : 
7 for serics of weekly newspapers in 1 
South Manchester area; write, stating it 
age, cupeience and salary required to 
Box 382 Ad. Weekly 180 Fleet St BC4 r 
Office near Fleet Street, experienced i 
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1“ 
orld’s largest trading area 


An Apvertisinc Campaicn in “New Commonwealth” offers 
an opportunity of special significance to British Industry to-day. 

It enables progressive firms to establish their names and 
services in the minds of key buyers in every community under the 
British flag. It achieves results with a minimum of correspondence, 
delay and expense. 

There is nothing accidental about this. “New Commonwealth” 
is dedicated to the task of developing our most friendly and most 
stable market in the world’s largest trading area. 

The development of this market has always been important for 
our country and in the years ahead our lives may depend upon 
the progress we make. In the meantime the establishment of 


goodwill in this area is obviously a first-class in- 
vestment for British firms prepared to take the long 
view. Advertisement rates on request. 
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WILLIS ACCUSES 
MASTER PRINTERS 


Robert Willis, secretary, Lon- 
of Compositors, 


— ia Daly issue of Society’s 
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J states “considerable 
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Printers’ ‘Association is con- 7 
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3 Dinpricks, petty cyranny and 
= if Ph want te fight 4 HH, 
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. await further instructions con- Bi 
fident that executive committee 7 
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. with, ‘any manifestations of [i 
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